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A leisure cruise on Channel P? 
— Meaning PUNCH... Which means that many undistracted 
eyes will view your advertising when they are in a receptive mood — 
taking in your whole story, however long it takes to tell. 
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All the 


BIG 
USERS 


of 
Woodworking 
Equipment ___ 


Survey covers 
whole group 


For its second readership sur- 
vey, all five publications in the 
Times of India Group—including 
also the Illustrated Weekly of 


india, Filmfare, Navbharat 
Times, and Dharmayug—are 
covered. 


A wealth of statistics show 
that 39 per cent of the readers of 
Times of India are graduates; 124 
per cent are engaged in business, 
including banking and insurance, 
and slightly more in Government 
service; and 18 per cent own their 
own houses. 


Lavishly illustrated in colour, 
the survey—entitled Family Por- 
trait of the readers of The Times 
of India group of publications-- 
is bound between red boards, the 
cover being illustrated with a 
drawing of a photographer 
taking a portrait of an Indian 
family. 


Copies of the survey are being 
distributed to advertising agents 
in the UK and Europe by G. M. 
Biggs, manager of the London 
branch. 


1,000 homes for 6s. on 


*What’s In Store’ 


ABC Television Ltd. have 
issued a promotion folder for 
their advertising magazine, 

“What's In Store.” The folder, 
entitled What's In Store for 1957, 
says that “What's In Store” 
reached an average rating of 45 
per cent, equivalent currently to 
610,000 homes, this autumn. By 
early 1957 an audience of 740,000 
homes in the Midlands and North 
of England, at a cost per 1,000 
homes per minute of 6s., is 
expected. 

The folder also includes a list 
of 45 advertisers who have 
appeared in “What’s In Store” 
this autumn. 


To The Editor .. 


‘Closed shop in advertising is 
keeping small agencies out’ 


Sir,—Dennis Vickers (Decem 
ber 7) wants the best of two 
worlds with no “fair business 
risk” —so possibly do most of us, 
but we are not all in a position 
to demand it. 

Mr. Vickers wishes the agencies 
recognised by the NPA, News- 
paper Society and the PPA to 
have not only the status of size 
but virtually to be in a position 
to guarantee their accounts. All 
very good. Possibly a Lloyd's 
policy would be his best protec- 
tion. 

In recent years there have been 
several large recognised agencies 
which have failed, so why not 
give the small agencies a chance 
where adequate safeguards are 
offered? This need not mean 
those who have boosted their 
capital and now have directors’ 
loans. 

The agency with which I am 
connected—and am _ writing 
from my home address—does not 


THIS WEEK 
Christmas posters’ survey—page 8 


NEXT WEEK 
Survey of packaging 


have the capital demanded by 
these associations, nor do we 
have directors’ loans and we do 
not have the requisite number of 
large accounts—yet. We would 
sooner have 15 accounts spend- 
ing £1,000 p.a. each than three 
spending £5,000 each for two 
reasons too obvious to mention. 
Shortly we would hope that all 
would be spending £5,000 
through our efforts on their 
behalf. 

Until such a happening takes 
place we feel that we are not 
allowed to enter a closed shop 
and that the restrictive conditions 
are aimed at keeping new firms 
out of advertising, firms who are 
prepared to cater for the small 
advertiser—and there are some of 
these who wish to start business. 
Surely in Britain and in advertis 
ing we should not deny a man his 
right? 

May I suggest to Mr. Vickers 
that he goes another way about 
his safety measures? That he, 
and the associations, grant recog- 
nition to those small firms who 
are prepared to pay cash with 
their order and whose controllers 
can produce records of integrity. 

In few businesses can trade 


associations grant complete pro 
tection for their members. If 
they can, they are frequently 
guilty of restrictive practices on 
which the Government now 
frown, 

Perhaps Mr. Vickers has 
always been with a “big” firm 
and does not know the trials of 
the “small” firm which wishes to 
get on and do a worth-while job 
for its clients. Too many of 
those connected with the “big” 
firms have never had to make 
their own way. Let him view 
his protection from the angle I 
have suggested and try to spon- 
sor a new form of acceptance in 
the associations. Recognise the 


small agency which adequately 
serves its clients. The client as 
well as the publisher deserves 


some consideration, and many 
large agencies cannot cater for 
the small advertiser. 

We have heard much of “fair 
shares for all”; let us then have 
“fair terms for all”—on both 
sides. 

T. ROBERTSON 
Wimbledon, S.W.20. 


Block proceeds 
for charity 


ad of letting the 
proceeds from sale of scrap metal 
(old engraving blocks) be ab- 
sorbed in the general funds of 
the company, we have diverted 
the money to the Stretford and 
Urmston Branch of the Society 


for Mentally Handicapped 
Children. 

After only a few months’ sav- 
ings in this way, we have 


sufficient to fully cover the ex- 
penses for sending all the 
mentally handicapped children in 
the area (about 50) on an outing 
to Belle Vue Circus early in the 
new year. 

If any other advertising 
agencies would like to devote 
similar funds to this good cause, 
or the National Society, would 
they please contact me. We have 
many other plans which are out- 
side the provisions of the 
National Health Service, for 
helping these children to enjoy a 
fuller life. 

F. V. Fox. 
Cross-Courtenay Ltd., 
1, Brazennose Street, 
Manchester, 2. 
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O’Keeffe’s on 
the move 


The movement of Dublin ad- 
vertising agencies out from the 
congested city centre to larger 
premises was carried another 
Stage recently, when O'Keeffe's 
Ltd. moved to 49, Fitzwilliam 
Square, one of Dublin’s famous 
Georgian squares. 

The agency now occupies the 
complete building of five floors, 
and mews. The architectura: 
work provides up-to-date offices 
with a blending of Georgian 
style and modern requirements. 

Coincident with the move, the 
agency has abbreviated its name 
from O'’Keeffe’s Advertising 
Service Ltd. to O’Keeffe’s Ltd., 
Advertising. A two - colour 
brochure has been used to an- 
nounce the changes in the firm, 
which was founded in 1884 and 
reorganised in 1947. 


New PR firm 


A new press and public rela- 
tions company, Juchau'§ and 
Ellingham Ltd., has been formed, 
with Lewis C. Juchau and Mrs. 

L. Ellingham as directors. One 
of their accounts is that of Jacol] 
Hats. Mr. Juchau, in addition to 
being a director of the new com- 
pany, is press officer to the re- 
cently-opened Hatters’ Informa- 
tion Centre for men’s hats. The 
new company and the Centre 
occupy the same offices in Grand 
Buildings, Trafalgar Square. 


Students tour ABC 


Fifteen advertising students 
toured the Manchester studios of 
ABC Television Ltd. last week 
on a Visit arranged by Bryan 
Lewis, an executive of Roe Tele- 
vision Ltd., who lectures at 
Manchester College of Com- 
merce on the Joint Intermediate 
course. David Burry, Northern 


sales manager of ABC Television, 
conducted the tour. 
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YOU’RE 
MISSING 
MUCH 


IF YOU MISS THE NORTHERN ECHO 


Coal-mining, steel works, shipyards, bridge building, 
agriculture, are all basic industries that operate 

in the North East of England and contribute to the 
remarkable prosperity of the people living there. 

High wages mean brisk business in luxury and consumer 
goods, as well as the necessities of life. 


With a circulation area ranging from the Tyne to York, 

from the Pennines to the North Sea, The Northern Echo 
offers you the ‘open sesame ’’ to this prosperous market. 
Established for over 80 years, 

The Northern Echo has long been the familiar 

family newspaper of the North East. 


Advertisers will find its pages a most 
rewarding medium for catching the eye of 
many shrewd but ready buyers. 


Che Northern Echo 


DARLINGTON A.B.C. 110,400 


ONE OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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According to the I.P.A. Survey, the News Chronicle has a 
readership of 5,171,000. ‘ 

According to the I.P.A. Survey, 1,431,000 News Chronicle 
readers live in the industrial North-West. Only one other 
national daily has more readers in this highly populated indus- 
trial area. 

According to the I.P.A. Survey 2,575,000 News Chronicle 
readers live in the eight major conurbations (1,156,000 in 
Greater London). Only two other national dailies can claim a 
greater number of readers in these highly industrialised areas 
where the big wages and salaries are earned. 


MAHO0D 


And if you wish to know how 
-conomical it is to advertise 
in the News Chronicle just 
"ing William Memory 
AND DAILY DISPATCH 
ement Director 


FLEET STREET 5000 
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AGENTS’ 6-MARKET DOLLAR SURVEYS 


At the Press Advertisement Managers’ Association Golden Jubilee Christmas 
luncheon were (1. to r.): W. A. Goodale (honorary secretary), “‘East Anglian 
G. G. Shelton, Basil Butler Co. Ltd.; Arthur Clay (president), 
; . Roberts, London Press Exchange Ltd.; and 
E. Pratt Boorman, “Kent Messenger’ (see Mainly Personal, page 17). 


Times” ; 
“Kent Messenger’; E. H 


Four new board 
. 
appointments at 
+ " 9 
Express’ group 
A. H. Bruce, general manager of 
Beaverbrook Newspapers, figures 
among four new appointments to 
the group’s boards this week. 
He is joining 
" the boards of 
the Sunday 
Express Ltd., 
the Evening 
Standard 
Ltd., the 
Evening Citi- 
= zen Ltd., 
and the Old- 
bourne Book 
Co. Other 
appoint- 
ments are 
that of E. D. 
Pickering, 
managing 
editor of the Daily Express, to 
the board of Beaverbrook News- 
papers; John Junor, editor of 
the Sunday Express, and John C. 
Dawson, manager of the Sunday 
Express, to the board of the 
Sunday Express Ltd. 


A. H. Bruce 


Frampton retires 


The retirement of F. C. Framp- 
ton, deputy advertisement direc- 
tor of Associated Newspapers, 
has been announced this week. 
He joined the Daily Mail in 1929. 


IPA members help Exports Council: 


Research conferences next year 


iy: WILLIAM ROOTES, chairman of the Dollar Exports 
Council, told a press conference last week that six member 
agencies of the Institute of Practitioners in Advertising were 
producing basic market surveys of consumer products to help 
manufacturers exporting to the dollar markets. 


This followed consultations be- 
tween the agencies and members 
of the Council who had been told 
during their visits to the USA, 
Canada and the dollar account 
countries that British exporters 
should make fuller use of market 
research methods, he said. 


Sir William emphasised, how- 
ever, that the Council said that 
the surveys should not be substi- 
tuted for personal visits. 

The surveys deal with broad- 
loom carpets, biscuits, quality 
foods, toys, children’s footwear 
and sports goods — subjects 
chosen, he said, because they 
seemed to offer considerable ex- 
pansion possibilities and were 
markets which other foreign com- 
petitors were progressively attack- 


Granada to launch 
TV ad magazine 


Granada TV Network Ltd. are 
launching an advertising maga- 
zine in the Northern Region 
only, starting early in the New 
Year. It will be transmitted 

- every Thursday 10 to 10.15 
p.m. 

The rates are: £300 per 60 
seconds participation and pro 
rata for additional time ; £125 
product mention, 10 seconds 
visual 15 words; and £40 pro- 
duct identification, 10 seconds 
visual. 

These rates include normal pro- 
duction charges. They are 
subject to 334 per cent de- 
velopment discount until further 
notice. 


Sir William also revealed that, 
early in the spring, the Council 
will be sponsoring a series of con- 
ferences on market research. 
They will be held in London, 
Leeds, Birmingham, Bristol, Man- 
chester, Glasgow and Leicester ; 
and American experts will speak 
at them. 

Sir William left for America on 
Sunday. 
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Among those supporting Sir 
William at the press conference 
were Mr. A. R. W. Low, Minister 
of State to the Board of Trade ; 
Winthrop C. Brown, Minister of 
Economic Affairs at the American 
Embassy; and Lt. Col. Alan M. 
Wilkinson, president of the IPA. 

Mr. Brown presented gold 
medals to representatives of 
British firms that had won the 
awards at the California State 
Fair, held in Sacramento in 
September. 


Norton retiring from 
PPA directorship 


E. O. Norton, secretary of the 
Periodical Proprietors’ Associa- 
tion for 38 years and director for 
a number of years, is to retire at 
the end of this year. He will con- 
tinue his association with the PPA 
in an advisory capacity and will 
remain chairman of the Circula- 
tion Managers’ Committee for at 
least another year. 

Hamish MacDougall, 
for the past three years, will con- 
tinue in that capacity. and will be 
oe senior official of the Associa- 
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Peak TV rate in Scotland is 
ge £250 a minute 


! 


Incorporating the boarding steps of 
an aircraft, this new Aer Lingus 
display is printed by screen process 
from a scraperboard drawing on a 
translucent plastic material. When 
a flashing light comes on behind it 
the complete illustration is seen, and 
when it goes off only the words “Fly 
Aer Lingus’ are visible. Designed 
by Leon Goodman Displays Lid., 
the display is 1 ft. 8 ins. wide, 
3 ft. 8 ins. high and 1 ft. 6 ins. 
deep. It is screen printed in six 
bright colours. The same illustra- 
tion will also be used in the line's 
press advertising. 


£6,000 drop in 
Irish Times 


Ltd. profit 


A drop in the Irish Times Ltd. 
annual profit from £18,706 last 
year to £12,029 this year was 
reported at the annual meeting in 
Dublin. 

Frank A. Lowe, the chairman, 
attributed the fall to a 30 per cent 
increase in production costs, in- 
cluding larger salaries for journa- 
lists, state levy on newsprint, 
higher rail and road distribution 
costs, and a 10 per cent increase 
in the price of electricity. 

Mr. Lowe added that the sale- 
or-return system which operated 
in the Irish newspaper offices 
could no longer be justified, in 
view of the increased cost of 
newsprint. 

“It is clear, however, that such 
a change in marketing methods. 
affecting as it does the possibili- 
ties of increasing circulation, can- 
not be made without a general 
agreement throughout the trade, 
and it is our hope that current 
negotiations will have a favour: 
able outcome,” he said. 


FOUR MILLION IN 


THE VIEWING AREA 


Roy Thomson, chairman of Scottish Television Ltd., the 
Independent Television Authority’s programme contractors in 
Scotland, has announced that the advertising rates will range 
from £7 for a five-second “flash” to £250 a minute at the peak 


period on Sunday evenings. 

He said that, to begin with, 
STV are expected to produce 
about 10 hours of Scottish pro- 
grammes out of the maximum 50 
hours permitted under the Act. 
The remainder of the  pro- 
grammes will be networked, 
mainly from London. 

The rate card issued by the 
company shows that the rate for 
peak time is to be: £250 for 60 
seconds; £215 for 45 seconds; 
£175 for 30 seconds; £115 for 15 
seconds. And in the afternoon 
£40 for 60 seconds; £34 for 45 
seconds; £28 for 30 seconds; £18 
for 15 seconds. 

These rates will be subject to a 
reduction of 20 per cent during 
the initial audience development 
period from the start of transmis- 
sion to December 31, 1957. 

Other bookable periods include 
time and fixed spots, special posi- 
tions, seven-second “shorts” 
filmed with sound, and _five- 
second “flashes.” On Sundays, 
£275 a day will be charged for a 
minimum of eight time-spots, 
each of a maximum length of 
seven seconds to be broadcast on 
the hour. On Saturdays, the rate 
will be £200 for the same number 
of time spots. 


‘Easy for most’ 


Mr. Thomson claimed that the 
cost of advertising on the Scottish 
station would be within the range 
of anyone “doing even a modest 
amount of business.” One rate 
likely to appeal to this class was 
the five second “flash,” which 
cost £7 on Saturday afternoon, 
rising to £15 in the evenings dur- 
ing the week. 

Plans have not yet been com- 
pleted for advertising magazines 
and advertising features. 

An approximate population of 
four million within the station’s 
basic area will cover a large part 
of the total Scottish population. 

It is expected that by August, 
1957, there will be nearly 500,000 
television sets within the viewing 
area. In a comparison with the 
United States of America, where 
over 80 per cent of the homes 
now have television, Scotland 
has about 25 per cent, and a 
rapid expansion is anticipated, 
say STV. 


_ NEW IRISH 
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“‘Boy—Here’s a hot one for 
Copytaster!”’ 


DIRECT MAIL 


BODY NAMES OFFICERS 


Messages from W. A. S. Camp, chairman of the British Direct 


Mail Advertising Association, 
organisation, promising fullest 
to a well-attended meeting in 
Dublin when the Irish Direct 
Mail Association was formed. 

It was announced that the 
Department of Posts and Tele- 
graphs had also promised to help 
the association in any way 
possible. 

The necessity for such a body 
was stressed by Peter M. Owens, 
managing director of Domas 
Advertising, who spoke of the 
problems of the Irish market and 
the lack of suitable data for the 
most effective use of direct mail 
as a medium in the area. 
Other speakers included Captain 
J. T. Murphy (Aer Lingus) 
and I. Woodburn (manager, 
Gestetner Eire Ltd.). 

A working council was elected 
to draw up rules and report back 
to the general body at a meeting 
to be held in mid-January. The 
following were named as the 
council: chairman, J. T. Murphy; 
hon. treasurer, Mrs. T. Costelloe 
(Postal Publicity Ltd.); hon. 
secretary, Brian Clancy (Aer 
Lingus Sales Dept.); I. Wood- 
burn, W. J. Bergin (Domas), Mrs. 
W. A. Dunn (Dunn and Co. 
Ltd.); and P. Cannon (National 
Press). 


and 
possible co-operation were 


the corresponding American 
read 


Papers refuse 
‘editorial’ ads 


Should advertisers use editorial- 
type advertisements? The ques- 
tion was sparked off again last 
week when Martini and Rossi 
Ltd. used full-page editorial 
advertisements that were styled 
and made up according to the 
paper in which they appeared. 

In London the only London 
evening newspaper to accept the 
advertisement was The Star. The 
paper's position was made clear 
by A. J. Webber, advertisement 
director, who said this week the 
general feeling was that “if any- 
one wants to buy white space 
he is entitled to put in what he 
likes.” There were, of course. 
certain limitations, but in the 
Martini ad it was clearly stated 
that it was an advertisement in a 
banner heading and they there- 
fore had no objection. 

It is understood that the 
decision by the Evening News 
not to accept the Martini adver- 
tisement was taken by the editor, 
R. Willis. When asked to make 
a statement he refused to 
comment. 


TOMORROW'S TOPICS 


® Decision of the Steering Com- 
mittee on future TV research 
after the TAM contract ends in 
June is expected by the end of 
January. 

® South Coast resorts are plan- 
ning substantial press cam- 
paigns in the Lancashire area 
in 1957. 

@ Parker 61, just introduced in 
the USA, will come into the 
British pen market, probably 
during the next 12 months, 
with heavy ad backing. 


®A big development in the ad- 
vertising agency field will be 
announced early in the New 
Year. 


® Another national newspaper is 
to advertise on television. 


® New job for an agency PR 
department—handling __ public 
relations for a British profes- 
sional boxing champion. 


ROUND TABLE 


A.B.C. Figures 
Jan. to June, 1956 


CAMBRIDGESHIRE TIMES GROUP 


67,254 


Copies 
Weekly 


69 Fleet Street, E.C.4 


Head Office: TIMES BUILDINGS, MARCH 


: Mrs. K. D. FALKNER 


Northern Representative: ARNOLD 
64 Cromford House, Manchester, 4 


Tel. March 2368/9 
Tel. Fleet Street 9353 
Tel. Blackfriars 6987 
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SIR MILES SUGGESTS: 


ADVERTISER'S WEEKLY 


More for industrial agents—and a survey 


of executive-readers 


‘SOME PROGRESS—BUT TALKS NEEDED’ 


A suggestion that an agency working on an industrial 
account of “modest proportions” might need a supplementary 
fee if it was to do its work properly was made by Sir Miles 
Thomas in a talk on “Publicity for British Industry” to 


members of 


‘Collier’s folds: 
Not enough ads 


Despite their combined sale of 


nearly 8,500,000, two leading 
American magazines, Collier's 
and Woman's Home Companion, 
will cease publication next month. 
They have been losing money 
steadily for several years, it has 
been announced in New York. 

The magazines belong to the 
Crowell-Collier Publishing Com- 
pany. A third publication in the 
chain, the American Magazine, 
suspended publication several 
months ago. 

The company’s losses totalled 
£1,785,000 in the first 10 months 
of this year, a spokesman said. 
The losses were attributed to 
insufficient advertisement revenue. 

The title of Collier's is being 
acquired by Look magazine. 


Latest display piece to be produced 
by Thorn Electrical Industries is 
this miniature “house” which shows 
the different effects produced by 
Atlas “Softlight’” and a _ normal 
electric bulb. Carrying the message 
“Glamorise your home with Atlas 
Softlight” on a translucent linen 
roof, the display is supplied with 
two bayonet holders ready wired 
and can be assembled in a few 
moments. 


the Incorporated 


Advertising Managers’ 
Association. 

He made a plea for a “deeper 
and more sympathetic under- 
standing between client and 
agency, * and continued: 

“An agent handling industrial 
products needs continuous, 
thorough and intelligent briefing. 
An agency must make a fair 
profit, and if the standard 
system of remuneration by per- 
centage service fee does not meet 
the case there are only two things 
possible—limited service, or some 
form of supplementary fee. 

“Some progress has already 
been made in this matter, but if 
we are to upgrade industrial ad- 
vertising to its proper place, 
a lot more frank discussions 
between agency and client will 
have to be a part of the process.” 

Sir Miles also asked for an 
industrial readership survey, giv- 
ing information about the read- 
ing habits of chairmen, managing 
directors, development directors, 
production directors, chief 
engineers, chief chemists, and 
head buyers—‘“the men who in 
one way or another influence the 
purchase of one item of industrial 
equipment or, at the other 
extreme, give a green light to pro- 
jects that involve the whole 
production system of a factory.” 

At the same meeting, Harold 
Wincott, editor of the Jnvestors’ 
Chronicle, spoke on the economic 
outlook. 

Held at Monsanto House, the 
meeting ended with the screening 
of a film about plastics. 


Chief retiring—so 
agency closes 


Alexander Cox, governing 
director of Alexander Cox Ltd., 
will retire on March 31, and the 
company will cease to function 
as an advertising agency at that 
date. 

Mr. Cox told ADVERTISER'S 
Week Ly this week that of the 
agency's accounts, Phyllosan will 
be handled by G. S. Royds Ltd.; 
Iron Jelloids by J. Walter Thomp- 
son Co. Ltd., and Thermogene 
(Overseas) by Intam Ltd. 


‘AD WEEKLY’ EXCLUSIVE—NEXT WEEK 


world talking? 
“Advertiser's Weekly” 


behaviour ONLY IN 


COPY. 


‘AGENCY GAME’ GUTTERIDGE 
PUTS A MICROSCOPE 
ON THE CLIENT 


Remember “The Agency Game,” the novel by copy- 
writer Bernard Gutteridge that set the whole advertising 


said of it: 
feel that Mr. Gutteridge is telling him he pays the piper 
but cannot call the tune... .” 

— _the author turns to the client. 
” he says, “but not heavy handed.” 

am can read what a man who has played the agency 
game with some success has observed 
“ADVERTISER’S WEEKLY” 
NEXT WEEK. MAKE SURE YOU GET YOUR OWN 


The issue will also include: DIARY OF 1957 EVENTS 


“The advertiser may 


“It's going to be 


about client 


—important to advertisers and their agents. 


Friday elsewhere. 


It will be on sale as usual: Thursday in central London; 


A number of TV stars were present 
at the Dorchester Hotel on Sunday 
evening for the presentation of the 
“News Chronicle’ TV Top Ten 
Awards for 1956. Here Michael 
Curtis (right), editor of the ‘“‘News 
Chronicle," presents the award for 
the best TV commercial to B. F. 
Kingston, marketing director of 
Beechams Foods Ltd., who accepted 
the statuette on behalf of the team 
who created the “‘Guardsman” and 
the other Murraymint cartoons. 
Murraymint TV commercials are 


handled by S. H. Benson Lid. 


Silk-sereen exhibits 


A collection of  silk-screen 
prints by British artists is on 
exhibition at the Institute of 
Contemporary Arts library at 
17-18 Dover Street, _— W.1, 
until January 5, 1957 


New research 
department 
at TGA 


A new section devoted to adver- 
tising research is being formed by 
Technical and General Adver- 
tising Agency Ltd. to discover 
and collate information relating 
to industrial advertisements in 
both the general and technical 
press. 

The new section will work 
under R. H. Jowett, who has been 
media manager for the past eight 
years. 

As part of his present functions 
Mr. Jowett is responsible for 
evaluating all readership data but, 
in conjunction with London Press 
Exchange Ltd., he will now foster 
research to discover what indus- 
trial advertisements are seen and 
remembered, and to analyse their 
attention value and readability. 

Although Mr. Jowett remains 
ultimately responsible for the 
entire media department, and for 
space-buying, the media planning 
side is now the joint responsi- 
bility of Clifford Soule and a 
newcomer, Derek Davies, who 
has recently joined the agency 
from the media department of 
a. intas Ltd. 


 avertige im Europe the Mithade Wau’ 


ALBERT MILHADO & CO. LTD. ‘The Experts on Foreign Advertising’ 140 Cromwell Road, London, S.W.7. FREmantie 8592/3 (5 lines) 
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Six associate 
directors named 


Young & Rubicam Ltd. have 
appointed six new associate direc- 
tors from within the agency, 
bringing the total number to nine. 
They are: Charles Lamb, who 
joined Y & R as art director in 
1948 and was appointed manager of 
the art department in 1954; Thomas 
Tudor, who came to the agency in 
January 1956 as manager of the 
marketing division after spending 
nine years as general sales manager 
of the Wren Polish Co.; Andrew 
Murray, an ex-reguiar Army 


Lt. Col., who joined Y & R as an 
assistant in the marketing and 
research department, becoming 


manager of marketing in 1952 and 
subsequently manager of research in 
1955; Frank Gearon, who was Euro- 
pean manager of an American 
export corporation from 1952 to 
1955. when he left to join Y & R's 
contact department, being appointed 
account supervisor in July 1956; 
Alan Kirby, who came to Y & R 
in 1948 as a copywriter after work- 
ing for Lambe & Robinson and was 
appointed manager of copy in 1954; 
and Dennis Auton, who joined the 
agency as art director in 1951 after 
earlier experience with the J. Walter 
Thompson Co. Ltd., and became 
senior art supervisor in September 
1956. 

Although Y & R’s London office 
has been open for only 11 years, 
already five members of the staff 
have been awarded the agency's 
specially-designed Jensen silver “‘Ten 
Year Award.” 

* * * 

W. E. Knight, who is assistant 
general manager of the Bristol Even- 
ing Post, is to retire this Christmas. 
He is 65. Mr. Knight was the 
paper's advertisement manager from 
1935 to 1953. He is a founder 
member of the Bristol and West 
Publicity Club and an _ executive 
member of the Incorporated Sales 
Managers’ Association. 

(See Mainly Personal, pose 17.) 

* 7. 

W. Rupert Smith, sonal the 
North of England representative of 
Picture Post, has joined the Man- 
chester office of Odhams Press 
magazines and periodicals advertise- 
ment department. His experience in 
the North of England includes the 
advertisement managership of the 
Warrington Examiner series and the 
assistant advertisement managership 
of the ss aaa cies | Express. 

* 


Midlands executive A.. s. Bowden 
has been appointed to the board of 
the Ambassador Publishing Co. Ltd. 

Kemsley Newspapers Ltd. have 
announced that Brian Nicholson has 


= ——— 
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PLASTIC 


Showcards, Displays 
and Packaging 


Pre-printed, vacuum formed 


relinquished his appointment as 
assistant advertisement manager of 
the Sunday Graphic on being ap- 
pointed assistant advertisement 
manager of the Sunday Times. 
Mr. Nicholson joined the staff of 
Kemsley Newspapers, Newcastle, in 
March 1949 as a reporter, and 
remained there until he was granted 
a year’s leave of absence in January 
1953 to visit Canada. He served as 
a reporter on the Toronto Telegram 
and the Victoria Times and on the 
advertisement staff of the Montreal 
Star and Weekend Picture Maga- 
zine. Since his return to England in 
January 1954 he has been attached 
to the advertisement staff of Kems- 
ley Newspapers, spending periods at 
the principal Kemsley publishing 
centres, including Manchester and 
Cardiff, as well as London. 
* * . 

John Redman will become general 
sales manager when J. H. R. Hom- 
fray retires from the sales director- 
ship of Electrolux at the end of the 
year. Mr. Redman has been Mr. 
Homfray’s assistant since 1953. 
Mr. Homfray will remain on the 
board of Electrolux as a director. 


Promotion for 


John Pearce 


John W. Pearce has been ap- 
pointed joint managing director of 
Colman, Prentis & Varley Ltd. 
Until now Col. A. N. C. Varley has 
been managing director of the 
company. 

* * 

John Butler, research manager of 
V. Siviter Smith & Co. Ltd., has 
been made a director of the com- 
pany. He recently flew to the 
United States, where he is at present 
investigating the latest progress 
made in Dow-etching and other 
techniques. 

Business Publications Ltd. an- 
nounce that John Sime has ceased 


W. R. Smith. 


to be joint managing director, and 
will be leaving the company at the 
end of the year. 

* * * 


R. M. (“Dick”) Sharples, an 
account manager with Technical & 
General Advertising Agency Ltd., is 
leaving at the end of the month to 
work on a_ long-term television 
script-writing contract for ATV's 
Val Parnell and Lew Grade. He 
will be succeeded by Roy Clark, 
who joins the agency from the APV 
Co. Ltd., where he was assistant 
publicity manager. 

Other recent TGA appointments 
include Philip Butcher, who has 
joined as an account executive from 
Richard Potts & Partners Ltd., and 
Gordon Clarke, formerly in the 
publicity department of Lancing 
Bagnall Ltd., who has joined the 
copy department. 

* * * 


Jack Miller, who advised W. S. 
Crawford Ltd. on layout and edi- 
torial styling—and wrote some of 
the copy—for the  whole-page 
editorial style Martini advertise- 
ments which are now appearing in 
national and provincial newspapers, 
is to set up as an editorial con- 
sultant. He will provide advertising 
agencies and advertisers with a com- 
prehensive journalistic service, 
which will include PR. Mr. Miller 
has been managing editor of the 
Daily Sketch, editor of the Evening 
Dispatch, managing editor of the 


Paris Daily Mail, and has written 
columns for many national news- 
papers and periodicals. 


At the Christmas luncheon of the Berks and Bucks Publicity Association at 


the Hotel de Paris, Bray, were (I. 


to r.): Carl 


Brunning (vice-chairman), 


Sir Allen Lane (Penguin Books publisher and pw a of honour), Mary 


Messer (chairman), Harold Beulter (chairman, 


ub Development Com- 


mittee), and Trevor — (chairman, Publicity Club of London). In 
ront: 


Ivan Luckin. 


THE « PYTRAM . SERVICE 


B. Nicholson. 


C. F. Cook retires 


Cc. F. Cook, works director of 
Temple Press Ltd., London, is re- 
tiring at the end of this year after 
more than 33 years of unbroken 
service with the company. He has 
been a member of the board of 
directors since 1944. He has been 
responsible for all printing and 
production at Bowling Green Lane. 
and played a leading part in plan- 
ning and equipping these works 
which were opened in 1939. Mr. 
Cook is a member of the council 
of the London Master Printers’ 
Association and ef a number of its 
committees. He is also a member 
of the printing advisory panel of 
the Printing and Allied Trades Re- 
search Association. 

S. R. Brown, who has been works 
manager since joining the company 
five years ago, will continue to hold 
that position and in this capacity 
will be responsible direct to the 
board of Temple Press. 

* . 


Fred Thomas, editor of The 
Cinema and director of Cinema 
Press Ltd., has joined J. Arthur 
Rank Film Distributors as general 
manager. 


OBITUARY 
Sir Andrew Caird 


Sir Andrew Caird, one of Lord 
Northcliffe’s picked men and a lead- 
ing Fleet Street figure in the first 
two decades of the ceniury, died in 
London on Saturday, aged 86. 

Born at fiontrose, he began in 
journalism in Scotland, then came 
south to Manchester where he 
worked for six guineas a week as 
a sub-editor on Hulton’s Daily 
Dispatch. At 31 he left for London 
to join Lord Northcliffe’s Dail) 
Mail. In 1922 he became managing 
director and vice-chairman of Asso- 
ciated Newspapers. 

in 1917 he accompanied Lord 
Northcliffe to the United States with 
the British War Mission, and he 
acted as administrator of the head- 
quarters of the mission in New 
York. For these services he was 
created KBE in 1919. 

He resigned his position with 
Associated Newspapers in 1926, and 
went to India in 1927-28 to re- 
organise the Statesman, of Calcutta, 
and became chairman and managing 
director of the newspaper. 

Sir Andrew Caird was one of the 
early representative members of the 
Newspaper Proprietors’ Association. 


Advertising models 
Animated displays 
Exhibition 


units 
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BRITISH PRESS PICTURES OF THE YEAR 


Ninth Annual Competition for the Encyclopedia Britannica Awards 
Success of new ‘Kodak’ negative materials 


In the first complete year that Kodak *Panchro-Royal’ and ‘Tri-X’ emulsions 
have been available, pictures taken on the new materials won four First Awards, 
four Second Awards and several Honourable Mentions in the competition 
sponsored by the “Encyclopedia Britannica’ and the Institute of British 
Photographers. We offer hearty congratulations to the successful entrants. 


ROYAL SECTION 


Ist DAVECOOKSEY, Daily Express, 
for a charming picture of H.R.H. 
Princess Margaret in the rain. 
Taken on KODAK ‘PANCHRO.- 
ROYAL’ FILM. 

2nd MALCOLM MCcNEILL, Sunday 
Pictorial, fora delightfully informal 
picture of H.M. The Queen and 
H.R.H. Princess Margaret watch- 
ing horse trials in Stockholm 
Taken on KODAK ‘TRI-X’ FILM. 


SPORTS SECTION 


Ist JOHN HORTON, P.A.-Reuters 
Limited, for the fine action shot, 
reproduced above, of Tom Finney, 
Preston North End and England 
footballer. Taken on KODAK 
‘PANCHRO-ROYAL’ FILM. 


COLOUR SECTION 

Ist JACK ESTEN, Picture Post, for 
a brilliant and unusual picture of 
H.M. The Queen driving her two 
children in Windsor Great Park. 
Taken on‘ EKTACHROME’ FILM. 


SEQUENCE 

Ist JACKESTEN, Picture Post, for his 
dramatic and moving Hungarian 
series, ‘The Murder of Budapest’. 
Most of the pictures in what has 
been described as the greatest 
picture series of the past ten years, 
were on KODAK ‘TRI-X’ FILM. 


PORTFOLIO 

2nd JACK ESTEN, Picture Post, ten 
pictures, all on KODAK ‘TRI-X’ 
FILM. Triple winner Jack Esten 
said, “When your living depends 


on your pictures, you've got to use 
the best. That’s why I use KODAK 
*TRI-X’ FILM.” 


Hon. Mention VICTOR DREES, Evening 


Standard. All on ‘KODAK’ P.1600 
PLATES. 


NEWS 


2nd GEORGE FRANKLAND, P.A.- 
Reuters Limited, for his ‘scoop’ 
picture of the Russian athlete 
‘Nina’. Taken on KODAK 
*‘PANCHRO-ROYAL)’ FILM. 


Kodak 


Kodak Limited, Kodak House, Kingsway, 
London, W.C.2 


Kodak", “ Panchro-Royal ’ ond ‘ Tri-X’ are trade-marks. 
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REVIEW OF POSTER ADVERTISING Z 


Hopefully he set out to tour 
the sites and see what had 


gone up to mark the Festive Season. 


But it turned out to be a case of— 


Christmas posters— 


formula as before 


A‘ about this time last year, 
a short slapstick comedy 
took place in Hyde Park. A 
communist orator dressed as 
Father Christmas came to 
blows with another Father 
Christmas, who had leapt 
angrily from his car while on 
his way to work at an Oxford 
Street store. 

The thought of these two red- 
gowned figures rolling, as they 
did, in the December mud re- 


says 


minds one of the mental mudlark 
which occurs each year in all 
agencies, when copywriters and 
designers wrestle not only with 
father Christmas but with Christ- 
mas trees, holly, mistletoe, robins, 
coloured glass balls, paper 
streamers and all the symbols of 
the festive season. 

The search for a new variation 
on the Christmas theme is tough 
and unrewarding. And it often 
results in a quite un-Christmas 


spirit all round. 


There are Christmas themes aplenty in this current D. H. Evans 


poster, but Stuart Lewis thinks 


TEMPLE BAR 2468 


PRINCIPAL BRANCHES 


that 
_ complicated for the casual glanc er. 


it may well be a bit too 


STUART LEWIS 


DeceMBER 21, 1956 


Me for. 


M‘Dougalls 


SELF-RAISING FLOUR 


It is not surprising that this 
year’s Christmas posters are very 
little different from those of 
other years. 

As usual, 
working 


Father Christmas is 
overtime: supporting 
giant gift boxes of Capstan 
cigarettes, appearing (in dupli- 
cate) as part of the lettering for 
VP Wine, grinning from the sides 
of buses and the walls of Under- 
ground subways, and giving 
enough free testimonials to make 
Messrs. Harding and Harben lose 
interest in the business. 

He is even posting a poster on 
a poster for Goya. 


Colourful conglomeration 


As for the rest of the -Christ- 
mas stuff, 
Evans design was not really up 
to their perennially high standard. 
The design is a colourful con- 
glomeration of buses, a reindeer, 
a rather severe looking Father 
Christmas, a crowned princess, 
stars, birds, bells and other 
Christmas paraphernalia. 

By virtue of its jazzy but 
effective colour scheme this 
poster is extremely notice- 
able, but it is much too 
complicated to hold the atten- 
tion of the casual glancer. One 
takes at least a couple of 
seconds to trace the name of 
the advertiser. At first sight 
the poster might be advertising 
almost anything from London 
Transport to the London 
Co-op. 

I rather like the newest Ronald 
Searle for the United Rum Mer- 


PROPRIETORS 


ODHAMS PRESS LTD. 


MANCHESTER 


112 HIGH HOLBORN W.C.1. 


BIRMINGHAM 


LEEDS 


I felt that the D. H.. 


In the opinion of Stuart Lewis, 
this is the best new poster with a 
Christmas flavour. 


chants. It shows the familiar long- 
nosed, angular character with 
a portly gentleman sitting on his 
shoulders. While the fat one is 
reaching up with his walking stick 
to commandeer 2 branch of a 
holly tree, his lanky companion is 
filching a bottle of rum from his 


pocket. This rough, almost 
“Foulenough” approach is in 
happy contrast to the forced 


@ Continued on page 10 


The new Claudgen sign installed 

at the Fine Fare supermarket, 

Western Road, Brighton. Each 
le tter is in the Bodoni style. 


FOR ENTERPRISE 


EFFICIENT SERVI E 


WATFORD 


SOUTH COAST 
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Sheldons.. <0. 


you decide to try 


Poster Advertising ... IN THIS 
pe = HEAVY INDUSTRY 


Their 116 years’ experience has given AREA 
them the knowledge that is necessary 


Se nEEE SRE eg ent ate The County of Durham has nearly 400,000 wage 


1 i i 
personal interest in every advertiser earners, employed for the most part in heavy 


does so much to spare disappointment. 
Sheldons have been responsible for 
many successful Poster Campaigns. 


industry. Substantial wage increases have come 
their way since the war and the county is now 


a potential market of great importance. 


THE DURHAM COUNTY ADVERTISER 

of local weekly newspapers circulates as much in 
the main centres of industrial activity as in the 
prosperous agricultural areas round them. They 
bring local news into the family circle of over 
50,000 homes, and enjoy a long life, a thorough 
readership and a great reputation in the county. 
Advertisers can be certain of reaching a reward- 
ing market by taking space in the Durham County 
Advertiser Series. These newspapers provide an 
ideal medium for a ‘‘heavying-up’’ campaign. . 


i ae + Be oe ae & \ é 
; ss ee’ a. 
3000 POSTER SITES Re 5 Fe “2 Sen 


with complete coverage 


ef the Manchester Area im fo a j Pn. 
Manchester Poster Services Lid . — County 
27-29-31 Bootle Street, Deansgate, Manchester 2 | ee 
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Srasonahle Greetings to all our 
COMPRISING 


Advertisers and Friends S DURHAM COUNTY ADVERTISER 


and thanks for their : DURHAM CHRONICLE 
STANLEY NEWS, CONSETT CHRONICLE 


continued support. AUCKLAND CHRONICLE 
. TOTAL A.B.C. 52,695 


PADDINGTON 0186/7 


PADDINGTON ADVERTISING COMPANY 
37 SPRING STREET, W.2 
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ADVERTISER’S WEEKLY 


A poster for wine that hits 
the snob appeal target 


bonhomie of much Christmas 
advertising. 

Far and away the best new 
poster with a Christmas flavour 
is the Eckersley job for Mce- 
Dougall’s Flour. The idea is very 
simple: a little girl with pigtails 
is stirring a Christmas cake in a 
mixing bowl. 

It is the treatment that makes 
this poster so outstanding. The 
girl is drawn freely in broad 
masses of colour and on her face 
and arms are dabs of dry-brush 
white, suggesting that she has had 
a surreptitious taste or two of the 
mixture. This is a charming de- 


sign which tells the story visually, 
and needs no verbal support other 
than the well-known slogan “Me 
for McDougall’s.” 
* * * 
For a fresh copy approach to 


the testimonial, see the Martini 
poster on the Underground just 
now. Clearly it was not easy, 
having acquired the services of 
a famous pin-up now married to 
an Italian, to give the advertising 
a new twist—however sound the 
thinking behind this feminine 
appeal. 

But the copywriter pulled it 
off. Avoiding the obvious device 
of writing an enthusiastic testi- 
monial to be “spoken” by the 
pin-up, he plumped for a skilful 
piece of snob-stuff. This is it: 

1 heard it from a friend 
who's the cousin of a friend of 


a star who knows Dawn 
Addams. .. . 
“Betuer drink MARTINI 
Sweet or Dry.” 
* * * 


A Goop visual idea which does 


@ group of nine 
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This poster ex- 
ploits the old gag 
“Shut your eyes 
and open your 
mouth” very well, 
in the opinion of 
Stuart Lewis (Ap- 
VERTISER'’S WEEK- 
Ly, November 16, 
page 41). All the 
same, he has won- 
dered whether the 
two children do 
not seem to be 
working too hard. 


= Fs, 
chocolate PENQUIN 
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uential newspapers 


A.B.C. NET SALES 


120. Oil 


LONDON: E 


-W. PLAYER LTD., 30, FLEET ST., ECA. 


P. Moon, 134 Fleet St., E.C.4 


— read by engineers 
and executives 


Mettiiaiea] World 
and ENGINEERING RECORD 


EMMOTT & CO.,, LTD., 31 KING STREET WEST, MANCHESTER 3 


LONDON OFFICE: 50 TEMPLE CHAMBERS, TEMPLE AVENUE, E C.4. 
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not quite come off may be seen 
in the poster for Idris Orange 
Squash. It illustrates the slogan 
“Idris Orange Squash for summer 
sunshine now,” and shows the 
elliptical Idris label masquerad- 
ing as a man’s face. This is sur- 
mounted by a hat and has the 
grey silhouette of sun glasses 
across it and shoulders below it. 
But, even so, it remains plainly 
and unmistakably the Idris label. 
In that sense, I suppose, it does 
a good brand- -Tecognition job. 


* * * 


THERE WAS a time, before the 
war, when the Wallace Heaton 
slogans on the backs of London 
buses were not only famous but 
greatly admired. Even people 
outside advertising used to quote 
them and say how “awfully 
clever” 


they were. 


Has their quality deteriorated, 


or has our sense of humour 
changed? 
It is hard to say; 1 cannot 


remember any pre-war example 


But, certainly, to my mind, the 
present-day efforts are pretty 
feeble—even irritating. 
Out-dated style 
Perhaps the question which 


Wallace Heaton should ask them- 
selves is simply this: 

Has this heavily punning 
advertising had its day? It 
may well be that it is as out- 
of-date as the prose-poem of 
the Haslam Mills school. 

And if Wallace Heaton decide 
to stick to this type of advertis- 
ing, they will be wise to keep it 
well above its present standard- 
which is around the level of the 
prep-school magazine. 


Dawn Addams... 


This is the advertisement which Stuart Lewis saw in the London 
Underground. He thinks that the copywriter has made a success of 


the theme. 


Advertisements along the same lines are also appearing 


in the press. 
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COMMERCIAL SPOTLIGHT 


The spirit of Christmas 


arrived a shade too soon 


SHOULD like to record 

that I saw my first Father 
Christmas on the night of 
November 4. More than a 
little premature, perhaps, but 
as the years go by, Christmas 
seems to be rapidly encroach- 
ing on autumn. No doubt, in 
time, Santa will be appearing 
at seaside holiday resorts. 

In this live-action commercial 
1 saw for Goldentone musical 
toys, Father Christmas appeared 
playing a musical toy accom- 
panied by a small boy who was 
playing another. The camera 
work was competent, but since I 
have only seen this commercial 
on one occasion I cannot give too 
detailed a criticism of it. 

One thing that did make itself 
apparent was the embarrassment 
of our Father Christmas. Pos- 
sibly he was as embarrassed at 
appearing so early as I was at 
seeing him! 


* 7 * 


“DRAGNET” MUST by now be 
familiar to most viewers. Cer- 
tainly if the programme is not, 
the musical theme must be, and 
it was inevitable that sooner or 
later somebody would dream up 
a commercial with the same 
characteristic as this very popular 
programme. 

First in the field in this country 
(in America it has been used for 
some years by a petrol additive) 
are Tunes, who have produced a 
very amusing parody. The item 
is introduced with the Dragnet 
music, and a cartoon “cop” who, 
in the Sergeant Joe Friday voice, 
gives the lead-in to the product 


: 


thinks TELETASTER 


by introducing the “throat” and 
asking it to “give us the facts.” 
The cartoon work is distinctive 
in style and is aided by a well- 
written dialogue. 

Altogether this commercial, 
which obviously derives a great 
deal of its impact from the 


“Dragnet” programme, is really | 


so well done that one imagines it 

could have stood up on its own 

two feet and still have done an 

effective selling job even if 

“Dragnet” had never been seen. 
* . 


I HAVE pondered for some time 


on the right things to say about | 


the commercial for BP Super 
(back soon, I hope). One must be 
a little careful when commenting 
on commercials not to run out of 
superlatives and in the case of this 
spot I have nothing but praise. 

It does not pretend to be hard 
selling, but concentrates solely on 
being amusingly effective. The 
commercial is built around a 
jockey and his horse. The car- 
toon is good, and the sound track 
even better, with the now famous 
words “change up to BP Super” 
being illustrated by the jockey 
roaring away in his car. 

This little gem once again 
emphasises the effectiveness of 
the use of humorous voices. 
In this case it is the horse 
which provides the delightful 
comedy by a whinnying laugh 
and a proclamation that “that’s 
what I call real horse power” as 
the jockey hurtles past him. 

I imagine this commercial was 
fairly costly to produce, but it 
does such a fine job that the end 
certainly justifies the means. 


The skyline is a prominent feature in the “Tunes” television commer- 


cial which is based upon the “Dragnet” pattern. 


In Teletaster’s view 


it has been very well done. 


ADVERTISER'S WEEKLY 


"FILLING THE GAP~ 


Important Announcement by 


PIONEER SALES & SERVICES LTD. 


The expert and comprehensive 
Pioneer Sales Service normally 
operated by this Company and 
available to all Manufacturers 
distributing to retail outlets, 
is being further augmented to 
'fill the gap' in sales figures 
resulting from petrol rationing 
immobility. 

Despite the reduction in our 
own fleet mileage, arrangements 
have been made to maintain 

full semi-mobile services in 
the industrial and highly 
populated areas, covering 

both retail and wholesale 
outlets. 


Our pioneer sales teams will still be available during 
the difficult period ahead and we are accepting cam- 
paign instructions for the 1957 season. 


Pioneer Sales & Services also 
operate a separate Display 
Division undertaking the 
distribution and placing at 
retail outlets of all adver- 
tising and display material, 
which is handled in two ways: 


1. Direct Display and 
Advertising representation 
throughout the main 
industrial areas. 


Display and Advertising 
material Postal Despatch 
Service. 


If we can be of any assistance, please do not hesitate 
to contact us. 


PIONEER SALES & SERVICES LTD. 


16a Sheringham Road, London, N.7_ _‘ Telephone No.: NORth 5094 
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CHEMES for the’ co- 

operative marketing and 
distributing of farm produce 
in Holland are world famous 
Less well known outside the 
country—but nevertheless of 
obvious interest to the British 
exporter—is the fact that this 
willingness to co-operate for 
their mutual benefit also exists 
between retailers and manu- 
facturers, retailers and whole- 


salers, and retailers and 
retailers. 
Retail - sponsored voluntary 


chains and wholesale-sponsored 
voluntary chains, as they are 
called, are an important and go- 
ahead sector of the Dutch grocery 
trade and to a lesser extent, of 
the textile trade as well. Even 
those manufacturers who do not 
sell goods to Holland should be 
aware of this particular develop 
ment, for there are already signs 
of similar schemes starting up— 
if only on a small scale—in our 
own country. 


Basic differences 


A word of warning must also 
be interspersed here to the effect 
that the Dutch grocery shop is 
by no means an exact replica of 
its British counterpart. In the 
first place, it is on the average 
far smaller and many Dutch 
grocers today have a turnover of 
well under £20 a week. Secondly, 
provisions do not account for 
nearly such a high proportion of 
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Retailers with manufacturers, retailers with retailers, 


and retailers with wholesalers—the 


web of co-operative trading activity 


is finely spun in Holland 
Co-operation—main key to 


Dutch retail trading 


By A SPECIAL CORRESPONDENT 


FOGUS OU 
HOLLAND 


total turnover as they do in this 
country. 

Provisions and cooked foods 
are sold mainly through another 
retail outlet—the local delica- 
tessen shop or Comestibleswinkel. 
This means that the Dutch grocer 
concentrates far more of his 
attention on the buying and sell- 
ing of packaged groceries, tea, 
coffee, and cocoa. 

These voluntary 


chains con 
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Het Vrije Volk 
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The heart 


of the Dutch market. Ten percent national 
coverage through Holland's largest daily: Het 
Vrije Volk. Contact A. Press Ltd., 
14, Doverstreet, London. W.I. Tel: 
Mayfair 8615. 
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sist, essentially, either of an agree- 
ment between a group of inde- 
pendent small retailers to set up 
their own wholesale organisa- 
tion which can buy direct from 
manufacturers on their behalf; 
or, of an agreement between an 
independent wholesaler and a 
number of retailers who, in re- 
turn for their support, the whole- 
saler will undertake to supply on 


more favourable terms than 
hitherto. 
In each instance the retailers 


pay a subscription or fee to be 
long to the organisation, under- 
take to buy as much as possible 
of their total stock through the 
voluntary chain, and to place 
regular orders, 

For its part, the voluntary 
chain undertakes to sell on 
special terms in return for these 
guaranteed orders and to help 
the retailer with the provision 
of such non-buying services as 
the modernisation of his 
premises, conversion to self- 
service, display facilities, staff 
training schemes, and sales 
promotion aids. 

These aids to greater efficiency 
are obviously not given free, but 
because their cost is shared by 
many retailers, they are usually 
available at a much lower price 
than any individual retailer could 
obtain for himself. 


The strongest factor 


_In Holland, unlike the situa- 
tion prevailing in other overseas 
countries such as Sweden and 
Finland, it is the voluntary chain 
run by the wholesaler which is in 
a far stronger position than those 
organised by retailers themselves. 
This, despite the fact that, his- 
torically, the retailer-sponsored 
voluntary chain came first. 

The voluntary chain movemert 
in Holland dates from the de- 
pression days of the early °30s, 
but it has undoubtedly made its 
greatest expansion since the end 
of the last war. 

Whereas, for instance, the 
wholesaler voluntary chain in 
1939 was only responsible for 
12 per cent of total grocery 
turnover, and in 1945 only 
2,000 retailers belong to such 
an organisation, today, 9,000 
retailers are attached to «a 
voluntary chain and_ are 
responsible for 40 per cent of 
the total turnover in groceries 
Voluntary chains sponsored by 


retailers themselves are respon 
sible for eight per cent of grocery 
turnover, and have 2,000 m:m- 
bers. There are six voluntary 
chains with a membership of over 
1,000 shops, while the leading 
one has practically 2,000 shops. 
It will easily be recognised that 
such organisations are in a very 
advantageous position to place 
large orders with—and receive 
favourable terms from—manu- 
facturers. 

The voluntary chains have, 
moreover, attained the desirable 
state of affairs, from their point 
of view, that the small retailer 
is no longer losing trade to his 
large-scale competitor. 


Well-known efficiency 


Most observers would agtev 
that the small shopkeeper in 
Holland is probably the mos: 
efficient in Europe, and in the 
vanguard of new retail develop- 
ments, including self-service. Ihe 
voluntary chain arose in the 
country primarily as a defence 
measure by the independent small 
retailer and independent whole- 
saler against the fierce competi- 
tion which they were experienc- 
ing from the multiple shop and 
co-operative society—especially 
in the grocery field. 

Compared with the position in 
our own country, the co-operative 
society in the food trade is not 
very powerful, being responsible 
for eight to nine per cent of the 
turnover in this sector of the 
economy. The multiples, how- 
ever, are responsible for 25 per 
cent of all grocery turnover. 
There are 12 important Dutch 
multiple concerns owning 1,500 
shops between them. Three of 
these have branches all over the 
country and their competition 
appears particularly acute when 
compared with the more region- 
ally-situated multiples in Britain. 

A further factor distinguishing 
the Dutch multiple from our own 
is the amount of manufacturing 
and packaging which they under- 
take for themselves and sell 
under their own name. 

The emphasis which the Dutch 
multiple has to date placed on 
own brands rather than the 
nationally advertised brands of 
manufacturers, may well have 
been one important factor con 
tributing to the success of the vol 
untary chain. 
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The natural-coloured, life-like child cutout lends human interest to a | 


window display at D. Morgan & Sons’ premises in Cardiff. Catering 

for both solid fuel and electrical forms of heating each piece of equip- 

ment has its own sales message—from the “Halve your fuel bill” of 

the Hurdapta convector open fire to the “Safety” factor of the Hurseal 
electric oil-filled safety radiators. 


Ad revenue gets a boost 
from heat, light and air 


ib you are an advertisement 

manager casting around for 
a new supplement idea, have 
you considered the related 
fields of heat, light and air? 
And if that sounds strange, let 
me put it this way: “A survey 
of heating, lighting and venti- 
lation.” 

Under just such a heading, the 
Scotsman published with its issue 
of November 5 a 24-page supple- 
ment which must have proved a 
successful revenue raiser. 

Containing authoritative fea- 
tures with such titles as “Absorb- 
ing nuclear station output,” 
“Domestic electric heating is not 
costly,” “Oil firing in the home,” 
and “Economic methods of heat 
storage,” the editorial was 
backed up with large space adver- 
tising by electricity and gas 
boards, devia and oil fire manu- 
facturers, retailers, fireplace 
makers and many others. 

Unlike some supplements I 
have seen recently, this effort by 
the Scotsman set a very high 
standard in its typography and 
layout. 


Experts on roads 


The Weekly Scotsman has 
signed up the Ecurie Ecosse, the 
Jaguar racing team, to do weekly 
car road tests. Ecurie Ecosse is 
the Edinburgh racing stable which 
has been scoring notable successes 
in the motoring world. At Le 
Mans in July they won the 24 
hours endurance test with an 
average speed of 104.46 m.p.h.— 
beating the official Jaguar works 
entry, driven by Mike Hawthorn, 
into sixth place. 

Jaguars have now dropped out 
of racing and it appears that their 
competition cars are being taken 
over by Ecurie Ecosse, whose 
next big racing entry is in the 
World’s Sports Car Champion- 
ship race in the Argentine at 


JOHN ROBERTS 


Buenos Aires in January. 

The road tests for the Weekly 
Scotsman, which began in the 
issue of November 15, are a team 
job—the views of both racing 
drivers and mechanics are 


recorded. And the articles are in | 


every case signed by the indi- 
viduals concerned. 

Reader reaction to the new 
series has been excellent and a 
number of car manufacturers are 
giving advertising support. 

+ * * 

COMMENDABLE ENTERPRISE — is 
shown by the Barnsley Chronicle 
and South Yorkshire News in its 
weekly publication of an attrac- 
tively displayed synopsis of radio 
and television programmes _in- 


cluding BBC Home and Light, | 


BBC Television, Radio Luxem- 
bourg, American Forces Network 
@ Continued on page 14 
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R. P. GOSSOP LTD. 
@ Artists’ Agents @ 


36, CARTER LANE. E.C.4 
CENTRAL 6950 
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The eight papers of the “KENTISH TIMES” Series 
have an intense coverage throughout 130 square 
miles of the County with an average weekly 
net sale (A.B.C.) of 


89,826 


PLAT RATE 26J- PER s/C INCH 
Largest Net Sale in Kent 
-KENTISH TIMES 


i 


SERIES 


WELLINGTON JOURNAL « 
SHREWSBURY NEWS 


ei che AS tsa 


London Representative 
DAVID L. CLACKSON, 80 FLEET STREET, E.C.4 (Fleet St. 2626) 
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THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


SERIES 


Intensively cover the populous 
and prosperous area of South- 
West Middlesex 


NET SALES 


44,509 


A.B.C, 
136 HIGH STREET 
HOUNSLOW 

Phone : HOUnsiow 0016-7-8 

London : G Jackson, 
Clifford's Inn, pcs HOL Ii! 
Founder Member Suburban 
and Home Counties Press Group 


WE WISH ALL 
READERS (AND 
OURSELVES) 
A PROSPEROUS 
1957 
* 


MAKE SURE BY 
READING 


PRINTING NEWS 


EACH WEEK 


WESSEX FILM UNIT 


Will put you in the picture! 
* IN COLOUR) ¥ WITH SOUND 
*WITH ACTION #WITH INTEREST 

Advertisi Instructional and 

Advertising, Instr -_ 
37 Queen Sq., Bristol, |. 


Tel. : 28587 


“CLASSIFIEDS” 
PULL in 


Advertiser’s Weekly 
Phone yours to WATERLOO 3388 
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Outside 
London —coma. 


iow ” [SHE'S FREE ! 
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IT’S A GREAT | 
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A front page of the newly styled 
“South London Advertiser.” A 
big increase’ in advertising 
revenue has resulted—both for 
display and classified. 


and ABC and Granada Network 
Television programmes, 

The feature was inaugurated 
to coincide with the start of com- 
mercial television programmes 
from the Emley Moor trans- 
mitter, which is sited only eight 
miles away from the County 
Borough of Barnsley in the centre 


| SILK SCREEN MATERIALS 


SILK and 
SCREEN 
PRINTERS 
SUPPLIES 


GEORGE HALL’S 
of course ! 


GEORGE HALL (Sales) LTD. 
111 Wellington Road, South, 
Stockport. Tel. STO 3375. 


Mm — SILK SCREEN SERVICES 


of the South Yorkshire coalfield. | 


Nearly five million people live 
in the area served by the Emley 
Moor station, including 


some | 


300,000 people within the Barns- | 
ley Chronicle's circulation area. 


The editor and manager of the 
Barnsley Chronicle, Ronald 
Yates, has received a flood of 
letters from readers warmly 
welcoming the new feature and 


congratulating the paper on its 


enterprise. 

The new feature has 
attracted many inquiries 
advertisers 
and elsewhere for special space 
bookings on the feature page. 

Brighter style succeeds 

A BOLD experiment in South 
London local journalism is pay- 
ing off in sales and advertising 
revenue. The South London 
Advertiser series adopted the 
tabloid format three years ago. 
Gradually, and with the care 
necessary for a well-established 
local paper, it took over the full 
tabloid technique—large sans 
serif headings, typographical 
“gimmicks,” pin-up pictures, and 
news presented in a_ vigorous, 
controversial style. 


also 
from 


in South Yorkshire | 


One effect has been a heavy 


increase in advertising. The 
last complete year’s figures 
show a 38 per cent increase in 
revenue. Record figures for 
display advertising were 


achieved on 50 out of the 52 __ 


issues in the year. And—most 


@ Continued on opposite page 


SHOWCARDS - POSTERS 
CUT-OUTS - DISPLAYS 


SILK 
SCREEN PRINTING 
Lorge or smal! quantities 


on ony material 


POSTERS (all sizes) 
SHOWCARDS & DISPLAY 
UNITS 
SILK SCREENED or 
SINGLE COPY 


B & D ADVERTISING 


35, Merton Rd., London, $.W.18 
Telephone: VANDYKE 6860 


FINE WORKMANSHIP 
& EXCELLENT SERVICE 
GWE 


SILK SCREEN 
SHow Carbs 
DisPLay WorK 
Inctupinc P.V.C. 
Thomas Ryan 


(Colour Printers) Ltd. 


1334 PECKHAM HILL STREET 
LONDON, S.E.15 


NEW CROSS 3168 


36 NORTH ROAD, 
YORK WAY, LONDON, N.7 
— NORTH 3327-8 — 


FOR QUALITY 
SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


57 BAYHAM PLACE nw 
SHOWCARDS + POSTERS 
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a QUALITY job 


When next you have | 


SCREEN PROCESS 
PRINTING & DISPLAY 


© MULTIPLE DISPLAYS 
*¢ SHOWCARDS 


53/55 WESTON ST. 
LONDON, S.E.1 
Phone: HOP 4178 & 5771 


WINDOW BILLS * CUT-OUTS ex 


SILK SCREEN 
ae 
LETTERPRESS 


la powerful combination for | 
~ or short runs of colour 
printing. Any Materia! 


| OBELISK PRESSASIGVS LTD 


| Myron Place, London, S.E.13 | 
Lee Green 6133/4 


BLOCKS & DIES. 


BRASS BLOCKS 


Brass blocks or Foil blocking on 
card or plastics. Bronze cutters 
for cut-outs. Cutter crush dies for 
showcards, etc. Steel dies for metal. 


NOBBS & AYCKBOURN 
14 CLERKENWELL GREEN, E.C.! 
CLE 6474 Est. over 40 years 


DESPATCHING 
SHOWCARDS? 


We pack and despatch 
Showcards—Displays, etc. 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phone 


E. CHRISTIAN & CO. LTD. 


63 St. Paul’s Road, N.! 
CAN 2461 


PROCESS ENGRAVERS 


DESIGNERS AND 
PHOTOGRAPHERS 


SCOTTISH 


STUDIOS & 

ENGRAVERS LTD 

196 CLYDE STREET 
Giascow, CI 


PRINTING BLOCK 
MAKERS IN LIWE 
TOWE & COLOUR 


Prote-eng 
by modern metho 


MUHA VL 144 
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Supt pplies, Sees 


ADVERTISING NOVELTIES EXHIBITIONS & DISPLAYS 
Remember 


Best for quality * 
* Best for price 
Best for colour * 


LEWIS KNIGHT & COMPANY 


8 Chingford Mt. Rd., E.4. LAR 2241/2 


BADGES OF 
DISTINCTION 


In olden days a 
badge was the dis- 
tinctive mark of s 
Knight in armour 
—In modern umes 
RODEN badges are 
used to distinguish 
YOUR product—your 
members and vour repre- 
sentatives. Send today 
for samples and Prices. 


& SON LTD. 
12 & 13 Greville Street, Hatton Garden, 
London, E.C.1. Tel.: HOLborn 0139. 


YOUNG & FOGG RUBBER CO.LTD. 
Wimbledon, S.W.19. LIB 6281 6 lines) 


XMAS GIFTS 
A LARGE AND VARIED RANGE 
CAN STILL BE SUPPLIED 
DON'T DELAY! 
CONTACT US NOW 


CITY SUPPLIES COMPANY 
36 Copthall Ave., £.C.2 NAT 8251 


WHITE HART STUDIOS 
SCULPTORS & DESIGNERS 
RUBBER ADVERTISING 
MODELS 
la THE WALDRONS, CROYDON, 
SORREY. 


Phone: Croydon 1343. 


Production runs of adver- 
tising units in rubber, 

A plastics, wood or metal ; 
prototypes in all materia!s; 
N Giant Exhibition and 

D Carnival displays; clay 

A modelling; plaster casts; 

S models of every descrip- 

§ tion; commercial lettering; 
re) animated displays; 

Cc designs and drawings; 

| T.V. and film special effects 
and models; 

T.V., Film and Theatrical 
properties, plastic masks, 
wigs and costume 
trimmings. 

4, 5 & 6 Seaton PlI., Hampstead Rd. 
London, N.W.! Tel.: EUS 7617 
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COLLINS SIGNS 


DISPLAYS + SIGNS 
SILK SCREEN PRINTING RODney 
TICKETS + POSTERS 39 


SA * CLARENCE YARD - CRAMPTON STREET 


LONDON - $.£.17 


EXHIBITIONS & DISPLAYS 
J WATSON (\on00") [55 


DISPLAY | Sassemonmc ae 
UNITS IN | LONDON -W-iz 
PLASTIC 

& METAL 


WeR0S BUSH 
4368S 


ADVERTISING SERVICES | 


CIRCULARISING LTD. 


“* All that the name implies ”’ 
Aod ing. Folding. Enclosing. 
Mailing. Facsimile Letters. Dupit- 
cating. Lists Supplied. Lists Main- 
tained. Direct mail campaigns 
Prepared and executed with speed 

and efficiency. 
Telephone 19M 
unter ° 


lebone Lane, 
ondon, W.!1. 


MISCELLANEOUS 


June Hicks 


for 
DEMONSTRATORS 
MODELS 
EXHIBITION STAFF 
12, Perrins Court, London, N.W.3 


HAMpstead 4899. 
| “A 


WMarabu 


(Marabuwerke A.G. 
—W. Ge: many) 


POSTER TEMPERA COLOURS | 
No. 750 (25 ccm. Tubes) 
18d. 


Choice of Continental 
and U.S. Designers. 
67 Colours, 6 Bronzes & 
Per 16 brilliant colours for 
Tube. MAIL ORDERS 
INVITED 
LANGFORD & HILL LTD. 
9 WARWICK STREET, LONDON, W.! 


Textile Designing. 


choose 


wales artists 


brushes 


Ask your dealer for VINCI brushes or 
write now to: 

L. P. Brush Co. Ltd., 
51 St. Stephen's Gdns., London, W.2 


CUT-OUT LETTERS 


. ram. a —_ 
Cote out relief leteating in 
15 distinguished Types 
ready gummed, 
sizes 3/16” to 12” 


All Saints Road, London, W.11. 


Tel, PARK 9431 me 


} 

| 

| 

k LONDON INDUSTRIAL ART LTD. 
Soe 

Be 

hae ‘ 


| have also 


ADVERTISER'S WEEKLY 


Outside 
| London-~coma. 


significant to the 

display advertiser—the small 

advertisements volume  in- 

creased by 46 per cent. 

As the newspaper’s reputation 
has spread, there has been an in- 
—— number of inquiries 
from national advertisers—even 
from Lancashire and Yorkshire 
agents. The large local firms 
spotted its impact 
value. Recently, one of South 
London's largest departmental 
stores has requested for the first 
time a _ permanent position. 
Another large store—Cobb’s of 
Sydenham—is taking its largest- 
ever quota of three separate 
weekly display advertisements in 
the Crystal Palace edition. 

Moreover, there is keen com- 
petition for the page one solus 
spot. 


+ o * 

SOMEWHERE IN the Labuan 
Island, North Borneo, a native 
woman is wearing a Davy 
Crockett hat. She saw an ad- 
vertisement in the Norwich 
Mercury prepared by Alfred 
Pemberton Ltd. for their clients, 
Messrs. Armour & Co. Ltd., of 
Smithfield. This advertisement 
offered Davy Crockett gifts, for 
children, in exchange for labels 
from Armour products. She 
sent in the requisite number of 
labels, and the hat was sent. 

Similar inquiries have been re- 
ceived from the Gold Coast, 
Nigeria, Kenya, Belgian Congo, 
Queensland, New South Wales 
and New Zealand. These 
inquiries, in the main, resulted 
from advertisements in English 
provincial newspapers. 

All of which seems to show 
that the pulling power of the 


“local” press extends further 
than many imagine. 
* * . 


A GENEROUS tribute to the 
press, and especially the Kent 
Messenger, was recently paid by 
Lt. General Sir William Oniuiver, 
Deputy Chief of the Imperial 
General Staff, at Maidstone. The 
occasion was a lunch which fol- 
lowed a spectacular parade during 
which presentations from local 
authorities were made to The 
Queen’s Own Royal West Kent 
Regiment on its bicentenary. 

At the lunch, Sir William said: 
“With us today, too, are our 
friends from the press, especially 
the ‘Kent Messenger. It is 
always easy to poke fun at the 
press, though this may be a 
dangerous pastime, and to label 
them, according to our political 
views or the time of the day when 
we pick up the paper, as yellow, 
red or blue. 

“But I would be failing in my 
duty, albeit a very pleasant one, 
if I did not say today how much 
The Queen's Own Royal West 
Kent Regiment owe to the pro- 
prietors, management and staff of 
the ‘Kent Messenger, and how 
much we appreciate the help and 
advice they have always given.’ 
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RH 
P 


COMMERCIAL 
& INDUSTRIAL 
PHOTOGRAPHERS 


G6 FLEET ST. LONDON, E.C.4, Tel: FLEET STREET 4173 
26a BREWER ST., LONDON, W.1. Tel: GERRARD 2230 


Photographic 


ANY 
Prints) <i 
Write or Phone | QUANTITY 


€ LILYWHITE LTD. 
Brighouse, Yorkshire. Phone : 1240 
73 BAKER STREET, LONDON, W.! 
Phone : WELbeck 0938-9 


ENLARGEMENTS 


CALL IN 
CARLTOGRAPH 
WATERLOO 6544 


44-50 Lancaster Street, London, S.E.! 


& MANCHESTER 


3, The Parsonage, Blackfriars 4052 


R. FOX L” 


OF HAMPSTEAD, N.W.3 


AT YOUR 


COMMAND 


A STAFF TOTAL OF 


1,000 YEARS 
EXPERIENCE 


FOR ALL YOUR 


ENLARGING 


REQUIREMENTS 


COLLECTIONS and DELIVERIES 
LONDON AREA—TWICE DAILY 


See Ware about 


Publicity Pictures 


with a news angle 


AC.K.WARE service includes 
an extensive library of Colour 
and Monochrome pictures 


A.C.K.WARE (Ace p-aene) LTD. 
28a Basinghall St. London, £.C.2 


METROPOLITAN 9836 


We are proud 
of our Studios and 
of the work we produce. 


YOU ARE CORDIALLY 
INVITED TO SEE BOTH 


295 Camberwell New Road 
London, S.E.5 
Tel: RODNEY 5811/2 


Specialists in Photographic 
Printing Processes for 
Advertising, Display 
and Exhibition 


WALTER BIRD 
ADVERTISING HEADS 
Monochrome or Colour 

"Phone : FRO 1018, 1019 

Photographic Illustration Ltd 


85 Cromwell Road, S.W.7 


100 
1000 
1000 000 


az «<o@ 


3 Dorset Buildings, 
Salisbury Sq., London, E.C.4. 


FLEET STREET 5300 or 7921 


DeceMBerR 21, 1956 


~ PHOTOGRAPHERS 


YOUR FILM &T.V. 
TITLE PROBLEMS 
SOLVED 


ring GERRARD 8197 
STUDIO VERNON & TELEVISION 
TITLES. 


PHOTOGRAPHY FOR ADVERTISING 


= /( COWDEROY 
- AND MOSS 


LIMITED 


JOHN COWDEROY, A.R.P.S. 
GEOFFREY MOSS, A.R.P.S. 


25 MANCHESTER SQUARE, W.! 


HUNter 9911 


TUDOR ARTABENCYL" 


representing 
FREE LANCE ARTISTS 
| FURNIVAL STREET, LONDON, E.C.4 
HOLborn 884! 


COMPLETE STUDIO SERVICE 


WILLIAME 


fe 


182 HEN ACHICKENS COURT 
FLEET STREET, £.6.4 
Telephone: Chancery 9266 


VERY RARE 
* photographic ’ 
RETOUCHING 


** natural *’ retouching 
essential to good advertising 


Phone: CHAncery 3902 


SMH 


2 Doughty Street, W.C.| 
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December 21, 


AD MANAGERS 
CELEBRATE 
A JUBILEE 


"THE luncheon of the Press Adver- 
tisement Managers’ Association at 
the Connaught Rooms on Monday 
was not just another luncheon; u 
was the Golden Jubilee Christmas 
luncheon. So it was only right that 
Arthur Clay, the president, should 
preside over a record attendance of 
over 170 members and guests—the 
latter mostly agency media men. 
This was one of those functions 
at which there was little to report 
and much to enjoy. Mr. Clay paid 
a well-deserved tribute to the hon- 
orary secretaries who had helped to 
build up the Association—Harry 
Tadgell, Ernest Hayes (now vice- 
president), and “young Pat Good- 
ale,” and to such stalwarts as James 
Forecast, war-time president, and 


Percy Moon, the Association's 
senior member, who recently com- 
pleted 50 years’ advertisement 


representation in Fleet Street. 
When—driven by an inexorable 
deadline—I had to leave, the 
cabaret was just beginning. 
* * . 


Like many other popular ad men, 
W. E. Knight has a nickname that 
seems to have nothing to do with his 
christian names (Wallace Edward). 
It is “ Pat”. 
Given to him 
by a Belgian 
bank clerk 
during the first 
world war it 
has remained 
with him ever 
since. So it is 
et So 
whom his col- 
leagues are 
saying good- 
bye this 
Christmas. He 
began his 51 
years in adver- 
tising with a 


W. E. Knight. small agency 
for whom he 
collected voucher copies. When he 


started working with the Bristol Times 
and Mirror in 1911 the advertisement 
rates were 44d. per sci for some 
advertisers, and Is. per inch was the 
basic rate. Today's rate is 32s. 6d. 

* * * 


QNE of the most entertaining 
features of a very entertaining party 
at Clifford Bloxham & Partners Ltd. 
last week was a wall-chart of the 
new layout of the offices—another 
floor has been added _ recently— 
showing where the various depart- 
ments work, with added comments 
and definitions of their activities. 


Among the most amusing I 
found: 

Mepia PLANNER: A _ real live 
space-man. 

Research: More people buy 


presents at Christmas-time than at 
any other time. 
MeEsseENGERS: Boys of the Old 
Brigade. 
Disptay Group: Exhibitionists. 
VISUALISERS: How much of this 
copy can we leave out? 
Copywriters: Let’s write a book 
about an advertising agency. 
Altogether a most enjoyable occa- 
sion, as the 100-odd advertisement 


managers and representatives, and 
clients who attended will testify. 
My thanks to Clifford Bloxham and 
to Howard Kitchen, who made a 
first-class job of seeing that my glass 
was never empty. 


* * * 


INSTEAD of his customary 
Christmas card this year the presi- 
dent of the American Point of 
Purchase Advertising Institute, 
Stanley Wessell, has sent Leon 
Goodman, chairman and managing 
director of Leon Goodman Displays 
Ltd., a silver bowl inscribed “To 
Her Majesty's Greatest Ambassador 
of Goodwill for Meritorious Per- 
formance far beyond the call of 
duty.” 

Mr. Goodman, who is a member 
of POPAI, has visited America 
several times in the past couple of 
years and has fostered the inter- 
change of ideas on display between 
the two countries. He was to have 
been the first British chief guest at 
POPAI'’s annual convention § in 
Chicago next April, but because the 
date clashes with the holding of 
Britain’s Third National Display 
Convention and Exhibition at the 
Royal Horticultural Hall, West- 
minster, he has had to decline. 

A few days after the Horticultural 
Hall event, Mr. Goodman leaves for 
an important business tour of 
South America. “South America’s 
economy is rapidly expanding and 
there is a growing need for new 
advertising techniques,’ he told me 
“I am anxious to see that Britain 
obtains a fair share of the new 
business.” 


The presentation bowl. 
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At the annual children’s party organised by the social club committee of 
Glovers Advertising Lid., children of staff and executives were entertained 


with games, a film show, and an exhibition of conjuring. 
(John Brewer, of the art studio) was a huge success. T 


“Wizzo Wiltshire” 


Father Christmas 
photograph shows 


(art studio) holding his audience spellbound with a 


display of magic. 


Not cricket! 


"THERE was animated argument 
about a score of subjects in an 
office over Jack Hobbs’s sports shop 
in Fleet Street on Friday. But none 
had anything to do with cricket. 

This was the seasonal parity run 
by debonair Alf Brown, London 
advertisement manager of the Irish 
Times and best-dressed man in the 
Street. 

All the “bhoys” were there to 
raise a Yuletide glass to general 
+ ag Jack Webb, over from 

in. 

An agency contingent was headed 
by Leo O'Farrell, of Rumble. 
Crowther & Nicholas. 


Tribute to Leo 


MENTION of Leo O'Farrell re- 
minds me of the tributes paid to him 


at the Cursitor Street Reunion 
lunch. : 
Bill Hibbitt, in the chair, 


described him as “the honorary 
secretary who did all the work.” 
And a splendid job it was, too. 

Three hundred “old boys” heard 
a telegram from Mabel Valler, 
secretary of the “old club.” Then 
they lustily sang carols, led by 
Leslie Holmes. 


* o * 


THe _ = es of London are 
usually Si engaged wining 
others. On Tenet evening of 
last week they had a busman’s 


holiday and tasted 28 wines as 
guests of the Friends of Wine at 
the Vintners’ Hall. 

Hughie Mackay, of JWT. was 
host—and a charming “chucker- 
out’ when it was time, gentlemen, 
Please! 

*x * * 


Nor merely is Stewart 
chairman of the agency which bears 
his name, he is also president of 
Westminster East Rotary Club. !n 
the latter capacity he had the 
honour of being presented to Her 
Majesty the Queen at the Mayor of 
Westminster's evening party at the 
Royal Academy. 


CONTACT 


WEEK'S WISECRACK 


a“ 


“I’m worried about 
Carruthers—he’s been in 
the office every afternoon 
this week.”’ 


CURRENT ADVERTISING AT 


A GLANCE 


Accounts 


H. CLARKE & CO. (MAN- 
CHESTER) LTD., manufacturers 
of insulating materials, for Donald 
Macdonald (Advertising) Lid. 
Campaign using trade and tech- 
nical press. 

CHARRINGTON, GARDNER, 
LOCKET (LONDON) LTD., 
domestic fuels, for Technical & 
General Advertising Agency Ltd. 


GILLOTT ELECTRO  APPLI- 
ANCES LTD.; NEW DAY 
ELECTRICAL ACCESSORIES 
LTD.; PAM LTD.; RESINOID 
& MICA PRODUCTS LTD.: 
ROSS, COURTNEY & CO. 
LTD.; A. C. MORRISON (EN- 
GINEERS) LTD.; R. F. LAN- 
DON & PARTNERS LTD.: 
FREE PISTON ENGINE CO. 
LTD.; and SIMPLUS PRO- 


DUCTS LTD. Accounts for 
James Sutherland Publicity Ltd. 
LAMB, HINGLEY & CO. LTD. 
(APEX  HOLLOWARE), for 
Willington Advertising Ltd. 


Campaigns 


NORWICH UNION INSURANCE 
SOCIETIES, using commercial 
TV on ABC network. (Willsmore 
& Tibbenham (Norwich) Ltd.) 

SQUARE D LTD., using machine 
tool and electrical trade press and 


direct mail for new electrical 
eae gear. (Roles and Parker 
td.) 


HARRAP_ BROS. (SIRDAR 
a LTD., using commercial 
V, colour spaces in Woman, 
Woman's Own and Radio Times, 
and point-of-sale material. (Haig- 
McAlister Ltd.) 


W. MELHUISH LTD., using com- 
mercial TV from London station 
- direct mail. (W. S. Crawford 

td.) 

FE. S. & A. ROBINSON LTD. 
using specialised papers, including 
food industry, cosmetics and gen- 
eral packaging press, for Tubo- 
phane Pepperpot Pack. (Technical 
y General Advertising Agency 


td.) 

HARLEQUIN HOME TRIM, elec- 
tric clippers, using national gen- 
eral interest magazines, women's 


journals and trade press. (West 
Advertising Ltd.) 
GEE CROSS LABORATORIES 


LTD., using Lancashire papers 
for Dot, new anti-flare agent. 
(Tom Phillips Publicity Service). 

GILBEY’S TONIC WINE, using 
South Wales Echo, South Wales 
Evening Post, South Wales Argus 
and Chemist and Druggist. (W. S. 
Crawford Ltd.) 
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Directory to 
change hands 


Techniprint Ltd. have acquired 
the publishing rights of Laundries 
and Laundry Requisites from 
Anglo-Scottish Press Ltd. Published 
annually in June, Laundries and 
Laundry Requisites is a directory of 
laundries and dry-cleaners with a 
full buyers’ guide. 


7. * * 

A special supplement to the 
December issue of the Anglo-Italian 
monthly newspaper, La Voce Degli 
Italiani, is devoted to promoting 
Italian fashion with particular 
emphasis on the gowns brought to 
Britain in November by Count G. B. 
Giorgini for showing on television. 
The supplement was devised and 
edited jointly by John Hurd, of John 
Hurd Associates Ltd., public rela- 
tions consultants to La Voce, and 
Renzo Salvadori, the editor. 


* * * 

Beaverbrook Newspapers Ltd., 
which has hitherto controlled 51 per 
cent of the shares of the Evening 
Citizen, Glasgow, sharing ownership 
with the Outram Group, has now 
acquired all the remaining shares. 
No policy changes are contemplated. 

* * * 

Last week's issue of the Board 
of Trade Journal contained two 
special articles on trade with 
Mexico, supported by nearly 14 
pages of advertisements. 


The Rhodesian Selection Trust 
Ltd. in collaboration with Geoffrey 
Crowther, until recently editor of 
the Economist, will shortly be estab- 
lishing a journal to be published in 
the Federation of Rhodesia and 
Nyasaland and called the Central 
African Examiner. A company to 
be known as the Central African 
Examiner Ltd. is being formed. 
Details on type area, ad rates and 
price are not yet available. although 
the first issue of the journal, which 
will be published fortnightly at first, 
is expected to appear in the first 
half of 1957. 

x * - 

Miss Doris Richardson, adver- 
tisement director of Courier, has 
sent miniature bottles of Cherry 
Heering to advertisers and agents, 
with a note in verse which ends: 

Here's best wishes (in fine Cherry 

Heering) 
To the success that we all could 
be sharing. 
*x * * 

The price of You and I is being 

increased from 4d. to 44d. per copy. 
ra * * 


Parents’ Family Holiday Guide 
will be on sale on January 1, price 
ls. 6d. It will be twice the size of 
last year’s production. 

* * * 

The sale of the Sunday Mercury, 
which circulates in Birmingham and 
the West Midland industrial area, 
has grown from 82.758 copies per 
issue in 1945 to 206,024 (ABC) in 
the first half of 1956. According to 
the IPA Survey it has a readership 
of 755; 000 per issue. 


BUILDS 


films, and exhibitions thr 


ADVERTISING) 


Over 70 advertisers use Roe Outdoor Advertising Limited 
for poster and transport advertising, signs, displays, 


be 


LONDON 

73, Grosvenor Street, London, W.1 
Telephone: GROsvenor 8228 (3 lines, 
, 


ROE GOUTDOOR ADVERTISING LIMITED 


the country. 


MANCHESTER 

20, St. Ann’s Square, Manchester, 2 
Telephone: BLAckfriars 9786 

(4 lines) 
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This is the front cover—which will 

be in full colour—of the special con- 

sumer magazine which Furnishing 

World will publish in January to 
mark its silver jubilee. 


* * * 

The Architect's Journal has pub- 
lished the first of a series of special 
supplements sponsored by the Gas 
Council. The object of these sup- 
plements is to give architects full 
technical information about the uses 
of gas and coke. When the series 
is complete, it will form an 
Architects’ Handbook. 

# * 

Coinciding with the petrol short- 
age, Power and Pedal and The 
Scooter will be advertised in 
national media, including The Times 
and the Daily Telegraph, during the 
next few months. 


TV sales boost 


Argus Press Ltd, is launching a 
sales promotion campaign on com- 
mercial TV to boost the sales of 
Photoplay. A 30-second film was 
shown last Sunday—and will be 
shown twice a month for six months 
from the London transmitter and 
twice a month for three months 
from Birmingham. 

x x 


* 

Motor Boat and Yachting, pub- 
lished by Temple Press Ltd., will 
issue a special National Boat Show 
Number in January. 


DECEMBER 21, 1956 


We Hear 


James Sutherland Publicity Ltd. 
have received formal notification of 
agency recognition by the Periodical 
nee: Acsectation. 

* 

Sleighs y "by cut-out Lam- 
brettas are featured in current 
Smee’s Advertising Ltd.'s agency 
window displays. The Lambrettas 
are ridden by girls in beardless Santa 
Claus outfits. Other clients’ pro- 
ducts are displayed, and some of the 
larger items, such as_ British 
Straddle Carriers, are represented 
by scale meres. 

* 

Universal Advertising a been 
appointed by Leipziger Messeamt as 
advertisement agents in Great 
Britain for the 1957 Leipzig Spring 
Fair catalogue. Space is restricted 
to exhibitors. 

* * * 

‘Christmas Fare,” an eight-page 
coloured booklet has been pub- 
lished by the Scottish Grocers’ 
Federation on behalf of its 5,000 
members 


Name change 


Elizabeth Kenyon, who runs 
Kenyon’s Personal Services, special- 
ising in theatrical and exhibition 
publicity, has changed the name of 
the services to Elizabeth Kenyon 
Agency. 


om * 

The Irish Electricity 

Board's “Electricity and 

tivity Exhibition” will be held at 

the Royal Dublin Society's Balls- 

bridge sheadquarters from February 
8 to 22. 


* 
Supply 
Produc- 


* . 

Latest issue of Marketing Trends, 
produced by the research depart- 
ment of Alfred Pemberton Ltd., dis- 
cusses the proposed European Com- 
mon Market. In successive issues 
the prospects for British exports to 
Europe will be analysed, country by 
country. 

* * * 

Changes of address: Technical & 
General Press Service to 53 New 
Oxford Street, London, W.C.1; 
Mallard Organisation “ Mpillard 
House, Torrington Place, W.C 


Over 4,000 people were the guests 
of the North Thames Gas Board 
at the Albert Hall last week for 
what must have been one of the 
largest cookery demonstrations 
ever staged in this country. 

The Bon Viveur team, Fanny and 
Johnnie Cradock, were the cooks 
and prepared: a Christmas dinner 
made from the recipes of the chef 
Auguste Escoffier which was then 
eaten by many _ well-known 
celebrities seated round the 
“kitchen.” 

For the second part of the evening 


the scene in the hall represented 
a bistro in France. 

The display was the grand finale 
of a series of smaller demonstra- 
tions that have been held all over 
the country. 

The North Thames Gas Board, who 
were responsible for the organisa- 
tion and setting, had a film made 
in colour of the evening which will 
be available for cookery schools 
and other interested bodies. 

Leslie Mitchell (above) watches the 
Bon Viveur team as they cut off 
a taste from the roast sucking pig. 
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DeceMBER 21, 


IS THERE 
HONESTY IN 
ADVERTISING? 


More than half the questions 
asked at an Advertising Brains 
Trust held, in conjunction with 
the Publicity Club of London, at 
the monthly meeting of the 
Croydon Chamber of Commerce 
on Tuesday of last week were 
concerned with whether it was 
possible for advertising to be 
honest. 

On the panel were A. Bruce 
MacColl, head of marketing and 
research at G. S. Royds Ltd., 
Allan H. Edney, group adver- 
tising manager of Parnall (Yate) 
Ltd., Ascot Gas Water Heaters 
Lid. and associated companies, 
John Boakes, partner in Ardver- 
tising Studios, R. B. Smallpage, 
of Kemsley Newspapers Ltd., and 
B. Finlayson Bullock, advertising 
manager of Kennards Ltd., Croy- 
don. Question master was F. Ww. 
Blanshard, vice-president of the 
Chamber. 


1956 


A conscience ? 


Typically blunt was the ques- 
tion: “Can an advertiser or 
advertising practitioner, dealing 
with advertising on a national 
scale, have a conscience, Christian 
or otherwise?” To this Mr. Edney 
replied that advertising had done 
as much as, if not more than, any 
other business to maintain its 
standards. 

Mr. MacColl said that there 
was a special department of the 
Advertising Association devoted 
exclusively to investigating 
accusations by the public of 
untruthfulness in advertising. 

This department was more 
powerful than the public realised, 
he said, because the laws of libel 
prevented their decisions being 
made public, but a recommenda- 
tion from this department to the 
newspapers that a certain adver- 
tisement should not be accepted 
was invariably observed. 

Replying to a question on 
patent medicines, Mr. Smallpage 
said that in no circumstances 
could they claim a “cure. 

“The public would be very sur- 
prised if they could see the care 
with which we vet copy in the ad 
department of a newspaper,” he 
said. 


At a cocktail party given by Willing’s Press Service, held at Whitehall Court 


last Thursday, Miss Joan Sutton, 
director of the agency, 
Express” 


secretary to 
accepts a gift from C. Buckland of the “ 

for the Christmas tree which stands in the foyer of Willing House. 
In the background of the picture are H. C. 


Overy, mana 


Hunt and W. Austin, of 


Beaverbrook Newspapers. 


Cover ads for the 
Gas Council 


The Gas Council’s 1957 ad- 
vertising campaign in the trade 
and technical press will con- 
centrate mainly on front- and 
back-cover positions and in- 
side-covers. This was con- 
firmed by a spokesman of the 
Gas Council this week, who 
said that the policy was to try 
and get as many of these 
“prominent” positions as 
possible. 

But the process would take 
some time, as “you cannot 
jump from the inside to the 
covers straight away,” he 
added. 


Dawson move 


Harry Dawson Ltd. 
from 53 Berners Street, 
larger premises at 
Street, Haymarket, S.W.1, last 
Saturday. Harry Dawson Ltd. 
is the private company formed 
to take over the business 
of advertising agents and 
publicity consultants formerly 
operated by the late Harry 
Dawson. 

Directors are R. P. Salisbury 
and J. S. Hocknell, who jointly 
managed the business of Harry 
Dawson Advertising until the 
company took over that business 
in May. 


moved 
W.1, to 
16 Panton 


Not enough mid-week Press golfers 


Over 130 members and friends 
were present at the Press Club 
last week for the ninth annual 
dinner of the Press Golfing 
Society. Principal guest was Lord 
Balfour of Burleigh. Harry Ains- 
worth, president of the society, 
was in the chair. 

During the course of the even- 
ing, which included remarkable 
feats of “psychology” by Al 
Koran, and also musical enter- 
tainment, the president presented 
the Sir Harry Brittain Coronation 
Trophy to Trevor Evans, who re- 
ceived it on behalf of Arthur 


Christiansen, who was unable to 
be present; the Lord Riddell 
Memorial Trophy to Jack 
Dunkley; the Sir Emsley Carr 
Memorial Trophy to J. Mus- 
grave-Wood; and the Sir George 
Sutton Salver to Reginald §S. 
Hinder and J. Velati. Another 
trophy, for the best all-round 
golfer, was also presented to Mr. 
Hinder. 

Replying to the toast of the 
captain, Edward Elverston said 
he had had a “very happy year,” 
but the club needed more mem- 
bers who were able to get away 
for midweek matches. 


Poster lunch 


The Public Service Vehicle 
Advertising Committee  enter- 
tained the chairman, Ernest Pup- 
lett, and other members of the 
Outdoor Advertising Agents’ 
Club to lunch at the Royal Auto- 
mobile Club. J. H. Brebner, pre- 
sident of the Committee, presided. 


ADVERTISER'S WEEKLY 


Doctors ‘grumble’ 
at direct 
mail, but 


“Doctors have been grumbling 
a lot lately about circulafs and 
other postal advertising from 
pharmaceutical manufacturers.” 
says the December issue of 
Manufacturing Chemist. 

The general complaint was that 
there was too much. But the 
doctors’ particular complaint, the 
journal reports, was that some 
literature “draws on phoney 
pharmacology and pseudophysio- 
logy, half-truths and meretricious 
medicine, bringing not necessarily 
succour to the patient, but cer- 
tainly discredit to the many 
conscientious pharmaceutical 
houses, embarrassment to the 
country’s finances and benefit 
only to some over-enterprising 
concerns.” 

Says the publication, in defence 
of advertisers: “No pharmaceuti- 
cal company can survive if its 
advertising and also, by defini- 
tion, its products are phoney. 

“Advertising is an indispens- 
able component of a private en- 
terprise pharmaceutical industry.” 


20,000 COPIES OF NEW C.C. 
BOAT MONTHLY 


World-famous yachtsman, Uffa Fox, 


is contributing an exclusive 


article to Boats and Boat Equipment, Britain's first controlled circula- 
tion monthly of its kind, which will be iaunched on January 1, the 


opening day of the National Boat Show. 


Ideal Boat for 1957,” 
of sailing craft. 

The magazine has a guaranteed 
minimum circulation of 20,000 
copies a month. This will cover 
a carefully selected readership, 
including persons concerned with 
small vessels, whether pleasure or 
commercial, sail or power. 

Readers fall into a number of 
specialised categories, the main 
groups being boat owners, boat 
operators, designers and builders, 
marine engineers and _ other 
officials, manufacturers of boat 
equipment of every type. and 
executives in associated indus- 
tries. Particular attention is 
being paid to overseas markets. 

The publishers, Delta Press 
Ltd., state that a recent conser- 
vative estimate of the number of 
people directly concerned with 
small craft in the South of 
England alone was some 150,000. 
This is a “striking illustration” of 
the growth of this “industry” 
since the war. 

Boats and Boat Fquipment 
aims at providing a digest of new 
ideas, new designs, new boats and 
new equipment—plus the cover- 
age of old-established designs or 
items of equipment. 

Editor of the new paper is 
Stuart St. Clair-Legge, who 
comes from the Western Morn- 
ing News. 

The advertisement manager is 
David Heckstall-Smith, who has 
a strong nautical background. 
His family name has been famous 
in yachting circles for many 
years. 


Entitled “Choosing Your 


the author will review over 16 different types 


| NEW PEPPER PACK | 


A new pack for pepper is being pro- 
duced by E. S. & A. Robinson Ltd., 
for Spicemanns Ltd., in the form 
of an acetate pepperpot with a top 
that can be easily perforated with a 
pin. More than 25,000 are being 
produced every week by the Tubo- 
phane process which means that 
cylindrical tubes of up to about 
three inches in diameter can be 
produced automatically from flat 
cellulose acetate sheet. Advertising 
for the process will be in specialised 
papers including the food industry, 
cosmetics and general packaging 
press. 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


PRODUCTION 
MAN 


required by 
Northern Agency 


Capable young man, with previous 
Agency experience, as Assistant to 
Director. He will handle complete 
production details—layouts, blocks, 
type-setting, etc., for a group of inter- 
esting accounts. Should possess drive, 
initiative and personality, and have the 
ability to produce visuals that will 
attract new clients. State experience 
and salary required, by letter in first 


instance, to 
Box §141 


Advertiser's Weekly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENTS 
a ~~ JOBS FOR GOOD _ MEN. 
Farrowmments vice 


OPPORTUNITY FOR YOUNG TECH- 


NICAL COPYWRITER. A vacancy 
occurs in the publicity department of 
a large industrial company engaged 
in important work on radio and 
electronics. The man we are looking 
for should be about 23-28, have some 
experience in radio, and be able to 
write forceful copy. He need not be 
a technician, but his technical know- 
ledge should be sufficient to enable 
him to discuss publicity. matters with 
technicians. He will be responsible, 
under the Publicity Manager, and with 
the help of artists, for the creation of 
all the company’s sales literature, a 
monthly News Letter and press re- 
leases. Salary £750 p.a. Write with 
full details to 

Box 5150 Ad. Weekly 180 Fleet St EC4 


DECEMBER 21, 


ADVERTISING & SALES PROMOTION 
MANAGER 


A Company internationally known in the field of miniature acoustics 
and electronic instruments with offices in Central London, invites 
applications for an Advertising and Sales Promotion Manager with a 
working knowledge of :- 


Direct consumer advertising in the national & provincial press. 
Trade & technical advertising. 

Sales promotion through direct mail. 

Public relations. 

Operation of travelling exhibitions. 

The application of advertising and sales statistical analyses. 


The successful applicant may be between 27 and 35 years old and will 


be responsible to the General Sales Manager. Salary £1,250—£1,500 
a year according to qualifications. Replies, which will be treated in 
confidence, to 
MARKET DEVELOPMENT COMPANY LIMITED, 
12, Grosvenor Place, S.W.1. 
whose services have oy retained. 


An idea worth £2,000 a year 


OPPORTUNITY to work with keen team on major 
national accounts. Up to £2,000 p.a. with one of largest 
London/Provincial agencies. 


Two good 
ARTISTS 


wanted 


Production assistant, about 24, 
Rank Screen Services are looking for j j 
two good artists able to adapt their experienced in a8 branches of 
technique to cartoon film production press production work, also 


Box 5117 i and advertising film work in its other : : P 
Advertiser’s Weekly 180 Fleet St EC4 aspects. Applicants must be young some print production, required 
by young West End agency. 


artists with strong creative sense and 
Congenial post with good 


PRODUCTION 
MAN 


Pension scheme, generous holidays, good conditions, 
canteen, etc. Write in confidence to 


modern outlook. Applications to: 


: Rank Screen Services Ltd. 
SPACE SALESMAN, preferably with : . ° 
experience of trade or technical jour- Aakers Speeetnent, prospects. 
nals, required by leading publishers : at 
Progressive position, pension scheme 
and remuneration by salary and com- 
mission. Write full details, 
Box 5147 Ad. Weekly 180 Fleet St EC4 


SECRETARY required for publishers, 
age between 25-30. Hours, 9 am to 
5 pm; five-day week Luncheon 
vouchers given Telephone for ap- 
‘jam Mrs. Steed, Fleet Street, 


Box 5143 
Advertiser's Weekly 180 Fleet St £C4 


» Wet. 
Telephone: GROsvenor 6353 


COPYWRITER 


is required by Benger Laboratories Limited, the 
expanding British pharmaceutical organisation and 
member of the Fison Group of Companies. The 
man selected will be young and versatile. He will 
have a broad understanding of things medical and 
scientific, but a liking to express himself in simple 
terms. He will be receptive to new ideas and also 
have a lot himself. . 


CRC. 


require a male 


Assistant Account Executive 
with some years experience. 


He will have a sincere belief in the future of 
British industrial enterprise and be prepared to 
say so with conviction. He will be able to work 
with everyone without slackening speed. The man 
appointed will work a (theoretical) five day week 
at Holmes Chapel, Cheshire, for the salary he 
merits. 


Preference will be given to 
a young man who has passed 


the I.P.A. 


Intermediate examination. 


Please write to the Secretary, 
Applications should be addressed to the 


SECRETARY, 
BENGER LABORATORIES LIMITED, 
HOLMES CHAPEL, CHESHIRE 


C. R. CASSON LTD., 6 ALDFORD STREET, W.1. 


Phone your classifieds to WAT 3388 (Ex. 235) 
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DECEMBER 21, 1956 


APPOINTMENTS VACANT 


YOUNG LADY, 16-20 years, as 


JUNIOR ASSISTANT 


APPOINTMENTS VACANT 


to Advertisement Manager of ly 
technical journal. Experience not essential 
some typing required. Pleasan 
conditions. Hours 9.30-5 (alt. 
30-12). Nr. Harley Screet. 
Details, please, with experience, if any, and 
salary required to 


Box 513! 
Advertiser's Weekly 160 Fieet St EC4 


COPYWRITER. Chance for an up- 
and-coming young copywriter (22-30) 
with at least 2 years’ agency experi- 
ence to take important copy job in 
agency having very high creative 
standards Plenty of scope and good 
salary for right man Write fully 
about yourself and enclose three recent 
specimens to Creative Director, Doig 
Advertising Lid., 12 Great North 


> 


Road, Newcastle-upon-Tyne, 2 


ADVERTISEMENT REPRESENTA- 
TIVE, either sex, for well-known 
photographic monthly Salary and 
commission 
Box 5152 Ad. Weekly 180 Fleet St EC4 


35ft. by 40ft. 


commission. 


PHOTOGRAPHY 


Sterling Studios 
require an all-round Photographer 


able to handle top-level advertising work. Either free-lance 
or retainer and percentage basis. 
Tungsten and latest electronic equipment. 
Also required representative fully conversant with the 
advertising and editorial markets to work on salary and 
Communications will be treated in strictest 
confidence and to be addressed to Alex Sterling personally at 


STERLING STUDIOS, 
152, King’s Road, $.W.3. FLlAxman 1890 & 1891. 


Large studio approximately 


Exhibition Stand & Display 
There is an opportunity open 
for two good creative exhibition 
stand and display designers with 
a large progressive house. Good 
wages, permanent position. 
Write previous experience to 

Box 5108 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISING 
AGENCY 


in Manchester requires 


experienced artist 


to take complete charge of busy 
Studio. Ability to produce first class 
layouts (mainly technical) and artwork 
up to reproduction standard is 
essential. Write in confidence, giving 
age, experience and salary required to 


Box 5149 
Advertiser's Weekly 180 Fleet St EC4 


THE AVON INDIA RUBBER CO. 
LTD. wish to engage a young Publicity 
Assistant with National Service com- 
pleted. Requirements are basic know- 
ledge of typography and print, some 
training in display, a sense of urgency 
and a tidy mind. Applications, stating 
salary required, to Staff Manager, 
Avon India Rubber Co. Ltd., Melks- 
ham, Wilts. 


ADVERTISER’S WEEKLY 


DO YOU KNOW YOUR CLIENT? 
If you don’t—or even if you think 
you do—you need expert advice. Get 
it from Bernard (‘‘The Agency Game’’) 
Gutteridge in next week's issue of! 
Apvertiser’s Weexty. Order your 
copy now. 


PERIODICAL PRINTERS, London 
area. can undertake additional journals 
up to 10,000 runs. Weekly or 
monthly Lino setting. Letterpress 
only to quod demy size, wire stitched 
Queries treated strictest confidence 
Box 5018 Ad. Weekly 180 Fleet St EC4 


MISCELLANEOUS 


PIN-UPS AND STOCK HEADS for 
Advertising. For particulars of studio 
facilities, fashion SS and 
over 1,600 available models (including 
coloured people), contact Philip 
Gotlop Photographs Ltd., 24 Kensing- 
ton Church Street, W8. WEStern 
4130 


FREE LANCE SERVICES 


FREE LANCE GROUP. Can handle 
design, artwork, copy and production 


for all advertising '. 
Box 5148 Ad Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED 


CLASSIFIED ADVERTISEMENTS 
|___APPOINTMENTS VACANT 


FIRST-CLASS 
SPACE SELLER 


WANTED 


for top-notch trade weekly. The 
prospects are big. 
Box 5144 


AN ARTIST... 


is required by Benger Laboratories Limited, the 
expanding British pharmaceutical organisation and 
member of the Fison Group of Companies. The 
man selected will have to set up and run a new 
studio. He will be young, versatile and as capable 
of producing finished drawings for packaging as 
creating a new approach in product advertising. 
He will be receptive to new ideas and will have a 
lot himself. He will be able to work harmoniously 
with other Benger executives and those of the 
Company's advertising agents, even under stress. 
He will have to be his own severest critic both of 
work and speed. The man appointed will work a 
(theoretical) five day week at Holmes Chapel, 
Cheshire, for the salary he merits. 


Applications should be addressed to the 


SECRETARY, 
BENGER LABORATORIES LIMITED, 
HOLMES CHAPEL, CHESHIRE 


Advertiser's Weekly 180 Fleet St €C4 


VERSATILE & EXPERIENCED 


COPYWRITER 


seeks interesting and stimulating change. 

Can handle all selling, prestige, institutional 

and technical copy. Also books, ek avg 

PR. work, client contact, radio and T.V. 
dtor ibility. 


Box 5145 
Advertiser's Weekly 180 Fieet St EC4 


BUSINESS OPPORTUNITII 


PLAN PRINT 
and Cut Costs 


By forward planning of your 
future print work you can cut 
costs. 

Leading firm of Dutch printers 
will reduce production costs by 
30% below normal on all work 
executed between May and 
September. 

Enquiries are invited for cata- 
logue work on runs between 
10,000 and 100,000 (letterpress 
or litho). Write 


Box 5146 
Advertiser's Weekly 180 Fleet St EC4 


SPEEDY PRINT SERVICE 


for all Advertising and Sales literature. 
Top Quality Black~-and~- White and 
Colour photo litho. 
GOTHIC PRESS LIMITED 
Euston 5845. 42 Osnaburgh Street 
(Opposite Gt. Portland St. Station) 


DEEP GLOSS Metal-glazed Showcards, 
another production of Dispro. The 
Laminators are less expensive and of 
higher quality gloss. Increasingly used 
by leading advertisers. Ask for speci- 
men and estimate. Dispro tia. 
36-38 Peckham Road, SES. Tel. : 
RODney 7171 (6 lines). 


MARKET RESEARCH 


Field work, tabulation and reports of 
all kinds undertaken 


Consumer Research Ltd., 
54, Great Mariborough Street 


London, W.1!. 
GERRARD 0068 


“HAND-PICKED” SECRETARIES 
available. The Wi 


more Agency, 67 
Wigmore St.. W.1. HUNter 9951/2/3. 


LAYOUT MAN/ 
VISUALISER 


NEW ZEALANDER 
AGE 24 
just arrived 
in this country 
7 years’ experience 
with leading 
New Zealand Agencies 
SEEKS A JOB 
WITH A GOOD 
LONDON AGENCY 


Please write: 

KEITH OWEN BLIGHT 
26, ROSS ROAD, 
WALLINGTON, 

SURREY. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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Does she 
remember your 
product when 


A Redfern Advertising Rubber Mat with your message — in the shop 
doorway—on the floor—on the counter—is an ideally placed point-of- 
sale reminder. These colourful, hardwearing mats can incorporate any 
trade name, mark, or slogan, in a wide variety of colours. The mats 
are permanent—always used — because they become part of the furnish- 
ings of the shop. Experienced advertisers regularly distribute thousands 
of these acceptable advertising reminders. 


DOOR MATS - FLOOR MATS - COIN MATS 
DARTS MATS - BOWLS MATS 


— Write for folder amusingly illustrated by EMETT. It gives 
complete details and examples in colour of these permanent 
point-of-sale reminders. Perhaps they could help to solve your 
sales problem. 


NATIONAL ADVERTISERS’ DIVISION, 
REDFERN’S RUBBER WORKS LIMITED, MYDE, CHESHIRE 


Arthar Upton Service TP. 349 


ADVERTISER'S WEEKLY, Friday, December 21, 1956 


— STOP PRESS — 


‘Use all 3’ say 
‘Evening News’ 


An advertisement in the “Evening 
News,” in addition to giving its 
readership as 4,183,000, also gave 
the readership of the “Star” as 
2,938,000, and of the “Evening 
Standard” as 2,389,000. 

It ended with the claim: “You 
can reach over 94 million readers 
through London's evening news- 
papers.” 

Cc. W. V. Truefitt, advertisement 
director, Associated Newspapers, ex- 
plains: “We feel it is a good idea 
that the public and advertisers 
should realise that this number of 
people can be reached through the 
three London evening papers.” 


Cross-Courtenay Ltd. are moving 
to new offices in 4 Albert Square, 
Manchester, 2. The change should 
be effective in early January. 


Reginald Williams, assistant man- 
aging director of Condé Nast Pub- 
lications, has ed the ap- 
pointment of H. Edward Franklin 
as Yorkshire representative of the 
Condé Nast Publications Ltd. from 
February 1, in succession to Walter 
Williamson, who is joining ABC 
Television Ltd. after having been 
with the company for over seven 
years. Mr. Franklin at present 
covers the Yorkshire territory for 
“Cheshire Life’ and “Yorkshire 
Illustrated.” 


White & Carter Ltd. have taken 
over the advertising of the Witco 
Chemical Co. For the time being 
the existing campaign of black-and- 
white and colour advertisements in 
the trade press will be continued. 


Selling price up 


Selling price of the “Evesham 
Journal & Four Shires Advertiser” 
will be increased to 4d. from the 
issue dated January 4. 


The biggest campaign so far 
launched by Austria Travel Agency 
Ltd. is to run between now and 
next spring using national press, 
magazines and periodicals. Agents 
are Sells Ltd. 


The “Daily Express” will again 
organise a Carol Service in Trafalgar 
Square on Christmas Eve from 6.30 
to 7.30 p.m. A combined choir of 
120 boys and girls from the St. 
Martin-in-the-Fields Secondary and 
High Schools and the St. Mary-of- 
the-Angels Song School, Beacons- 
field, will lead the singing, accom- 
panied by the Coldstream Guards 
Band directed by Major Douglas 
Pope. Carol sheets will be distri- 
buted free. 


Design Research Unit have been 
appointed architects and designers 
for the collective exhibit at the 
Brussels Universal and International 
Exhibition 1958 which the British 
Electrical and Allied Manufacturers’ 
Association is organising on behalf 
of the British Electrical and Allied 
Industry in co-operation with the 
Water-Tube Boilermakers’ 
tion, the Cable Makers’ Association, 
the Radio Communication and Elec- 
tronic Engineering Association, the 


Printed by St. Clements Press Limited, Portugal “Street, Kingsway, 


Advertisement, Editorial and Sales office: Mercury House, 


Telecommunications 
and Manufacturing Associa 
the Electric Light Fittings Associa- 
tion. 


McCann - Erickson Advertising 
Ltd. appointed to handle Knorr 
Swiss Products in Great Britain 
from April 1. 


J. B. Shemming, advertising and 
sales promotion manager at the 
Manchester store of Kendal Milne 
and Co. (Harrods) Ltd. since 1949, 
has been appointed fashion sections 
manager, but will continue his work 
on sales promotion. Mr. Shemming 
joined Whiteleys in 1935 as a 
student. He was transferred to 
Selfridges in 1937 as assistant adver- 
tising manager. After the war he 
joined Harrods as assistant adver- 
tising manager, becoming advertising 
manager in February, 1947. He 
moved to Kendal Milne’s in Man- 
chester in November, 1949, 

Kendal Milne’s new advertising 
manager is W. F. Metcalfe, a former 
assistant advertising manager at the 
store, who has latterly been adver- 
tising manager at the Liv 
store of Wm. Henderson and ! 

T. Lee leaves the advertising 
department at Kendal Milne’s to 
take over Mr. Metcalfe’s duties in 
Liverpool. 

Large audiences have attended 
regional showings, arranged by 
Rank Screen Services Ltd., of 
their special programme of adver- 
tising, documentary and television 
films. So far, the programme has 
been shown in London, Birming- 
ham, Bristol, Cardiff, Glasgow, 
Leeds, Liverpool, Manchester, Shef- 
field and Newcastle, bringing the 
total audience to nearly 4,000. Fur- 
ther showings have been arranged 
at the Belfast Gaumont on January 
3, and at the Norwich Gaumont on 
January 16. Both will begin at 
10.30 a.m. 


Exmouth finance committee is 
recommendi: the council to in- 
crease by £150 the council's ex- 
penditure on advertising the town 
during 1957-1958 over the current 
net figure of £1,300, in order to 
“meet the increases in advertising 
costs and permit the level of adver- 
tising to continue as at present.” 


Reid Walker Advertising Ltd. 
have been appointed to handle the 
publicity and pr ti campaig 
for the London Gift Fair (Trade 
Promotion Services Ltd.), Alexandra 
Palace, May 13 to 17. 


At the opening of the new 
Schweppes research laboratory at 
Hendon Lord Woolton commented 
on the effectiveness of Schweppes 
advertising, which, said, had 

“a natural disadvantage of 
having «a foreign name into an 
advantage by adding a new word, 
‘Schweppervesence, to the lan- 


ir advertisements achieved 
such a high standard of humour, he 
said, that often when he saw them 
in a certain humorous magazine 
he found them more amusing than 
the editorial content. 

But advertisements could not 
really be profitable unless they were 
based on truth and honesty. “The 
dishonest and meretricious may 
have a short and profitable career 
but they have no permanent suc- 
cess.” 


London, W.C.2, for the proprietors, Business Publications Limited, 
registered offices: 180 Fleet Street, London, E.C.4, England (Waterloo 3388). 
109-119 Waterloo Road, London, S.EA (Waterloo 3388.) 
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